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as the finest gift for any home. it's the 
ylind only full-size ironer that folds away 
the perfect je the tree gift, Features ompact utility cabinet for use 
Suction for extra-efficient cleaning $ om. Apex Floating Ro 
Apes Rug Notle removes deep down dirt roning effortiess 
Top quality tools for every job f 
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Apex Value Leaders 


FOR VOLUME CHRISTMAS SALES 


Make every customer in your sales area recognize that there’s no 
finer gift to give or receive than an Apex Hour-Saving Appliance. 
You can do this effectively and profitably by following this three- 
point program: Feature the Apex name. Display Apex appliances as 
Christmas gift suggestions. And promote Apex products in your 


- local advertising. Contact your Apex distr’ butor now, he will help you 
draw up your plans for top profit, volume sales this Christmas. 
HOUR-SAVING APPLIANCES 


THE APEX ELECTRICAL MANUFACTURING COMPANY «+ CLEVELAND 10, OHIO 
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Westinghouse 
Introduces a 


ty DISHWASHER 


that's different with 


ROLL-OUT 
) WasnWett* 


Westinghouse 
scoops field with 
Super-Speed Corox 

Range Unit that 


GETS RED HOT 
IN 30 SECONDS 





} HEADLINES OF 1956 


B HELPED RETAILERS ROLL UP 
RECORD SALES 


In the words of a famous General, the way to win 
battles is to “git thar fustest with the mostest’”’. 
That's always been Westinghouse policy. Looking 
back over the headlines of the past year, you can see 
that Westinghouse was first to market with more 
exciting features than any manufacturer in the elec- 
trical industry. Every last one was a startling inno- 


vation that stirred up wide public interest and started 


WASTE-AWAY “RANGE . 
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a parade of buyers toward Westinghouse retailers. 
There are big things on the fire for 1951, too, In 
fact throughout the coming year, the new product news 
coming out of Mansfield will increase the value of 
the Westinghouse franchise and add further weight to 
the words: You can be SURE... . if it's Westinghouse. 
WESTINGHOUSE ELECTRIC CORPORATION 
Electric Appliance Division - Mansfield, Ohio 


YOU CAN BE SURE.i¢ ITS 


WU estinghouse 
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rica’s Busiest 
line of Electric Water Heaters ! 





New Models ...New Prices! Now the finest cost 


no more than ordinary water heaters. Mass production savings 













make this possible. More than 1,000,000 water heaters have 
been shipped from A, O. SMITH's huge Kankakee Works. 


New sizes and prices mean more sales for America’s busiest line. 


Glass Can’t Rust! More and more prospects want 


freedom from tank rust... they want Permaglas, the glass- 





surfaced steel water heater that can't rust. Exclusive sales 











features make A. O. SMITH America’s busiest line! 


Easier to Sell! Every A.O. SMITH dealer is backed by 
the most powerful, continuous national advertising program ‘ 
in the water heater industry. Easier to sell because of the 
complete program of selling aids; demonstration tools, and 


advertising helps. America’s busiest line is the easiest to sell. 










NEW PLUS! Exclusive Ceramitron Construction 


(Patent No. 2267361) assures positive protection of glass- 
surfaced steel tanks against attack by all corrosive waters. 


Only Permaglas has it! 


Of course it's electric! 


' A. O. Smith Corporation 
° 

1 Water Heoter Division, Dept. EM-1250 

Kentekee, iMinois 

Show me whai's ahead for the dealer who sells the Permag/as 
1 line in 51 
! Name 
i Firm 

. 

| Street 
! City Zone State 
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Reports of Business from ELECTRICAL MERCHANDISING’s Regional Editors 
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By TOM F BLACKBURN 








t uffect appliance sales may b« 
gleaned by paddling through the 
Me and Mart and talking t 
ter s who have more snow « 
t thatches than they have fire is 


The sale t appliar es, thanks to 


ire buying as been running so 
ir ahead this summer that even the 


ithack is likely merely to 
business back to a norma! 





» e idea was revealed re 
Robert L. Coe of Unio 

? ‘ ~F T ‘ 
} ! ‘ ) release 





a com ite repor f electrical ap 
pitiance shipments ts territory, as 
example of trends 


War Whoops up Buying. Range 


s up to August jumped to 
a total of 7,95 s compared with 
4 808 ld i same period in 
1949. Automatic was ; saw 2,518 
sold in the first ecight ionths of 


1949 against 4,534 tor this year 
| r sale ecreased 2.933 for 
1949 and only 2,620 for 1950. The 
ime was true with vacuum cleaner 
ales, the number falling from 7,411 

242 ior this year. Electric sinks 


1949 to 1,124 


¥ 


nz rush wa on ranges 
water heaters, refrigerators, food 
freezers, automatic washers, clothes 
dryers and, of course, television 

Conventional washers shared in 
the boom, jumping from 12,595 in 
1949 to 15,299 for the first cight 
months of 1950 

Small Pain from “W”". When it 
comes to Regulation W, small deal 
ers do not feel hit to any great de 
gree It’s the big no-money 
down houses, who actually were 
selling only a small percent of their 
goods on this basis, that have had 
their wings clipped. Actually, what 
it has knocked out has been their 





lvertising come-on 
For rs a lot of automobiles 
vere with a high down pay 
{ the ume now will be 
true with appliances It simply 


means a dusting off of the lav-away 
plan and an elimination of weak 
closers. Big stores which have |! 
kicking stuff off the end gates of 
trucks to anybody who looked like 


een 


a likely prospect, are hit 

Serious Problem is Steel. The 
erious side of the whole thing is 
la 
ifacturers in South Bend, Mil- 
waukee, and in fact anywhere ma 
hines chew the stuff up, are wor 
ried as to how much they are going 
to get. It looks as if there will not 
be enough to go around, and we will 
see manufacturers and distributors 
allocating finished goods to their 
best outlets, which in turn will sell 
to their best credit customers 





gely the shortage of steel. Man 


The Korean war, just as World 
War II did, caused pecple to rush 
to buy things they might be caught 
short of. Western Illinois and east 
ern Iowa dealers recently had about 
half of their display floors empty 
They couldn't get shipment on ap- 
pliances like refrigerators and 
ranges A distributor's salesman 
was drumming away on how flash 
light batteries might get scarcer and 
how there weren't too many Christ 
mas tree lights available this year 

Utilities Plug Blankets. The 
utilities, such as Commonwealtl 
Edison in Chicago, are again mov 

(Continued on next page) 
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December issue of Successful t Fe 
Farming, America & Southern I g at ‘ 
Corp., will launch the biggest “ or 9 4 
advertising campaign in their al , e 
history. Throughout 1951 in al Mia \ y 
Successful Farming, Household ) Cha 
and Farm Journal magazines, ga 
98,328,080 readers will be pre : a 
sold on Wagoner Automatic . : 
Electrve and Gas Water Heaters te t 
and Wagoner Electric Ranges 
No Ha an can afford to i - 
this sales opportunity! A com 
plete FREE merchandising kit ilong 
is available so you can tie-in 
for greater profits, Write today 
for details . ¥ ’ ‘ 
VW 
® National Consumer ati 
Advertising ; 
® Newspaper mats 
® Store Displays M 





® Mailing Pieces record pi zained 


By AMASA 8B WINDHAM 





Please send me your 195! Merchandising Kit , ; Ea 
I re 5 t TV Becomes A Wow 
Name ' 
Address 
City State 
My Feovorite Jobber 
Jobber s Address . 
er AMERICA & SOUTHERN CORP were ging t 
aqon 1000 Sixth Ave., South rit ‘ “ 


NASHVILLE 10. TENNESSEE 
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There Are Other Boosters on the Market/ 


Yau 


NEHOR 
a0i0 
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ANCHOR employs + totally new 
method of construction of the RI 
Stages in MwaumuMm gain with best 
possible Signal to Nowe Rano 
When the nome factor was meas 


uted ws DB it actually showed up 


better than the best TV tuner test 
ed at the Hazelane Laboratories 


1950 


THANK 


Gir ‘agit 


ANCHOR'S TWO-STAGE BOOSTERS NOW ROLLING OFF PRODUCTION LUNE 


Yes, the finest TWO-STAGE Pre-Amplifier is no longer a promise but a reality..and 
what a reality! When you receive your first order be sure to study the instruction book 
which accompanies each ANCHOR TWO-STAGE Model ARC-101-100. You Retail 
Dealers will soon enjoy a tremendous promotional campaign backing all ANCHOR 
BOOSTERS so be sure YOU know all the answers. We'll send you the customers. 


HOR TIPS 


i. 08 iss 


Your customers will thank you if 
you don t make an antenna instal 
lation that us too hazardous and 
costly when you can give them 
a more satisfactory installation at 
a profit to yourself with an 
ANCHOR BOOSTER 


over 


100 MILE 
CONSISTEN 
TY RECEPTIO 


Field testes made by independent 
service engineers have proven the 
Anchor Booster can give consist 
ent top-notch TV reception over 
100 mules. This is not a possibility 
but a FACT! This, of course, will 
extend TV sales to many untap- 
ped markets 


ANCHOR 21010 com 
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ened to Make By CLOTILDE G. TAYLOR New Home Market 


EXTRA SALES, EXTRA PROFITS §=-——— 


because it's America's STAND-OUT Flashlight Battery! 





Those eye-catching Burgess zebra stripes pack a territk 
sales punch for you Designed to attract customer attention 
carefully engineered of on/y highest quality materials, 
Burgess Flashlight Batteries fill the bill tor tase 
turnover and repeat protits 
Stock Burgess Now! Cash in on the high volume 


flashlight battery market in your territory! 


Sales-Proved, Self-Service Displays 


Hurgess rebra stripes have proved 
eve appeal ind these selt.s« 


ne handisers « 


BURGESS BATTERIES 
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Step «1: 

Show Clock Radios To Every Customer 
you to try to sell a clock radio to 
There’s money in it for you, 
your customer has come in for, it’s 
him or her to look 


It will pay 
every customer 


Wi itever 


good business to persuade 


at your clock radio section. Then, open up 
with: “Here's the ereatest radio value we have 
It’ tif ! ar ccural 

r i ependable appli- 

’ f he prve j ul a Tae 





Step #2: 
Tell "Em What It Does In The Bedroom 


Your sales talk might go something like 
a. this: “J bedroom, this clock radio take 
i} ike} ip et / fi 
/ - 
it night, it 
j 4 th 
f i f usic... anil 
f j to » It alse 
) pad tnd electric blankets 
j ~sel time ° i? fitil ’ it’ a 
n you tht table,” 





Step +3: 
Tell 'Em What It Does In The Kitchen 


Here's one way to get this sa'es story across: 
] te} , ue iat plug eo pe colate 
bre jon eakfaat 
ty ertva fi ti ni / 
wi Ip} mice mer off al the 
. 





ELECTRICAL 


MERCHANDISING—DECEMBER 


POET BEEK STi iets 4 





Tell "Em What It Does In The Living Room 


This phase of your sales story follows this 
tack: "In jou ling room, this 
upts 


clock radio 


nler a card game or gab fest to make sure 


you dor "? mise news. scores or hit programs,” 


Then, sum up by saying: “Name me one 
member of your family who wouldn't enjoy @ 
clock radio ke this.”’ 














Step #5: ‘ 
Show ‘Em How It Works 


First, turn on the radio and comment on 
its wonderful tone and other features as you 
would in selling any ordinary radio. 

Then, set the various knobs to show how it 
turns itself off and on, how the signal alarm 
sounds, how the appliance timing feature 
works. Plug in a lamp for this purpose, * 





Sell 'Em ‘On The Clock’s Accuracy 


It's always a good idea to 
combine the sales appeal of two 
famous manufacturers, the 
maker of the clock radio you're 
pushing and Telechron Inc., 
in accurate electric time. 
Your story can follow this pat- 
tern: “Thi 
to the 


leader 
clock-t mer ia made 


same high standards of ac- 
advertised 
lectrve clocks, the 
They 


hecause their 


curacy as nat onally 


Telechron ‘ 


, , 
clocks’ thal cantrun u rong. 


cant run wrong 


moto are synchronized will 
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Seven Simple Steps to Clock Radio Sales 


Store managers can step up Christmas volume by posting this tested 
guide to clock radio sales where all sales people can see it 


stations. Most of the 
master clocks are also made by Telechron .. . 
double assurance that your clock radio can't 


master clocks in power 


” 
run wrong. 





Step #7: 
Now, Turn On The Gift Appeal 


You'll find it worth your while to try to | 


clinch a personal-use sale by doubling back = 
on your sales approach in Step #1. Whet her fl 
you make the sale or not, why not swing into 
a gift approach like this: “This clock radio is 
one of our fastest selling gift items, You can 
child 
on your gift list would be delighted to receive it. 
No other gift is so useful... 
of the 
your thoughtfulness, 
beautiful 
clock ,a de pe ndable uppliance timer 


undeystand why, Any man, woman or 
im ao many rooms 
houae. 
And it's so economical: a 
alarm 


Deas ae for 


radio, an accurate musical 


the preee ola good radi alone,” 

This tested sales strategy comes to you through the courtesy of 
Telechron inc, 220 Union Street, Ashiond, Massachusetts. A 
General Electric Affiliote 


THIS SALES STRATEGY 
APPLIES TO CLOCK RADIOS 
MADE BY: 


CROSLEY » EMERSON 
JEWEL 
MITCHELL » MOTOROLA 
PHILCO 
SYLVANIA + ZENITH 


AND OTHERS NOT LISTED HERE 


*Many of the above makes have Appliance Timers. 





a 


It will be a lasting reminder of 


ASAD Sent: 


t 


on Reto 
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Household chalks up 76% home owners! 





z 4 
wher 
Successful Shows 
wel , 
Lf 

MODERN HOMES —new building for above U. S. oust’ oa ‘ 

FAMILY HOMES — average 3.7 persons ) 
ACTIVE HOMES—93% heave gardens r : ' 
HOME TOWN HOMES — 82% in towns of 25,000 or less t later 


thats where 


HOUSEHOLD HITSHOME! 


hits home families with the one thing  centrated in the some towns of America! 
they want most: home editorial « Food « Learn more about the families, the homes, 


? 
Gardens « Work savers « Building and re and the home equipment in this best of all 
modeling « Child care home markets 
Thats HOUSEHOLD, cover co cover W rite for the brand new study, READERS 
bome editorial for Aome tamilies, con family style 


HOUSEHOLD Magazine 
Capper Publications, Inc. 


Topeka, Kansas 


Christmas Ahead 
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HAVE AN OPERATING 
ELECTRIC RANGE ON YOUR FLOOR 





It’s always easier to sell a “live” range than a 
“dead” one. Have a working model plugged 
in right on the sales floor for demonstration. 
Then, when you flip a switch, the prospect 
sees action, feels how quickly the elements 
heat up, can touch the oven and feel how cool 
the outside is when it’s hot inside. Demon- 
strations build store traffic, too! 










THE BIG S mx: 


MAKE ELECTRIC RANGE SALES GROW 


Three simple things are all you need do to build more Electric Range 
sales. They work! Dealers in all parts of the country have proved 
that to themselves. Try these three steps and find out for yourself: 


USE AN ELECTRIC RANGE 
IN YOUR HOME 


That's the best way to get yourself enthusiastic, 
to be convincing when you're telling prospects 
how easy this range is to use; about its cool- 
ness and economy; how its automatic controls 
save time, and what delicious meals it cooks. 


CASH (V ON THE TREND... 


SM Clecnic (enges! 


Another million American families switched 
to Electric Cooking last year! s 





ELECTRIC RANGE SECTION \ 
Netione! Electrica! Menvt + Association, 155 Best 44th Street, New York 17, N.Y . 
ADMIRAL + COOLERATOR - CROSLEY DEEPFREEZE FRIGIDAIRE - GENERAL ELECTRIC GIBSON NS 


HOTPOINT + KELVINATOR - LEDO + MONARCH - 
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MAKE A FOLLOW-UP 
CALL ON PURCHASERS 








When a customer buys an Electric Range, 
chances are she's not coo familiar with its 
operation. With just a litle help she'll find 
out where every control is, and how to use it. 
That's why it’s so important not to let the sale 
drop when delivery is made, Have the sales- 
man or your home economist visit the cus- 
tomer once or twice after delivery, and dem- 
onstrate the range in the customer's own 
home. Then she'll be the kind of satisfied 
customer who is a good salesman for you, 
can bring you a lot of other customers. 





—_— Dryers. This, of course, spreads 





Wire Your Store 
for Modern Merchandising 


Remember —when your store has a three wire 
service to demonstrate Electric Ranges, it is 
also wired for other appliances, such as 
Electric Water Heaters and Electric Clothes 


the wiring cost; helps boost sales 
in general, because any appliance 
sells beter “live” than “dead.” 





y, 






















HERE iT IS! 


THE NEW 


MODERN 


Automatic 
Electric 
WATER SOFTENER 


@ Fick « switch for complete ute 
erat regener! ation 

@ Sealed electric power unt — elie 
trates feild serve and od) iment 

© High capacitty--7!0 000 te 470 000 
gens weenly f de wed 


— 


© fay querentesd So yer we 
fenty on softener yeor we 
runty ee electrical pert 





@ Tripte-ecting: soften emeve 
iron — ers sediment 

© favty instolied-—plugs iete any 
110-1 tSw AC. outlet 

@ Lemete coatrel optional, extra cow 


WRITE FOR DETAILS AND PRICES 


DENT 


WATER SOPTEMERS © FUATERD + WATER MeaTeRS 











WASHINGTON CURRENTS 


By Washington News Bureau, McGraw-Hill Publishing Co. 
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CONSUMER DURABLES FACE CUTBACK 


Supply of consumer durables will be cut nex 


wm | Mot Ais nw the be runs 
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, 
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W 
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Foo thine and luxu en are going ¢ ur ee < 


\ 
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4 ake 
‘ 7 H ‘ 
War n 
' 
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x estimat \ P 
ments ¥ ! 
Al -redit 
But ere what 


Electrical appliances: 1 ! he K 
} a\ 1 
Radios and television be ent back b 
{ i , ‘ 
re ‘ R 
“w , 
o“~ h 
| lw 
Smaller appliances 
t Re tion W 
Furniture H 
; ‘ | J 
x H i } iH e 
} . e 
Automobiles: Pro x 


HOUSING WILL BE DOWN 17'2 PERCENT 
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FORECAST ON FARM PRICES 
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“TWO-WAY SQUEEZE” 





WORRIED 
ABOUT THE 


IN 1951? 


Amervicunee 


Still Offers 
Consumer Liberal 
Credit Under 
New FHA Terms! 


If the new consumer credit restrictions are scaring 






eee) 8 


wtvemems 
tree 


away those customers who need liberal long-term 
credit to buy from you—look into the American 
Here you'll find that credit 


rates are still liberal— because an American Kitchen 


Kitchens business! 


installation is a permanent part of the home. Only 
10°, down is required and your customer gets up 
to two and a half years to pay the balance! Think of 
what advantages this liberal financing gives you! 

In addition to the liberal credit terms under 
which you can sell American Kitchens, there are 
other important reasons that pay off in big volume 
and profit. American Kitchens backs you up with: 


1. The highest mark-up in the entire appliance field! 





2. ‘Pre-sold” prospects live leads from people in your 
crea who have actually written us for information! 

3. Lorger unit sales 
each 


4. No 
5. No profit eating trade-ins! 


averaging as high as $1000.00 


collection problems— you get spot cash! 


No yearly model 


changes! 


6. Fast, effective sales trcining—right in your own store! 


7. Minimum disploy space! No heovy 


nventory ! No servicing problems! 


8. Heavy national! advertising--in color 












































on me Som ee ing Money Sv 









































em-12 
n the top magazines! ai Div., Dept. 
f America® y—comer tater Bas Corporation 
9. Local advertising, too—newspaper, radio, avco om , a Kitchens 
, indie . che 
outdoor! Connersvil S, there an Ametniti ov? Rush 
j - Tell me - yy terres 

10. The industry's hottest sales tools turn ; ve nchise still open in 7 * 
prospects into buyers fast! me full detal an easy to-eret 











11. Regular extra-value special promotions! 












You can’t lose when you sell American 
Kitchens, so get the full facts today. 
Mail coupon at right and learn if there’s 
still a franchise open in your community. 










RY MARKET, 
1, CHICAGO 


Name 


Address 










— JANUA 
see US AT TH 
1476 MERCHANDISE MAR 









CONNERSVULLE 
INDIANA 


AMERICAN CENTRAL 4¥CO 
DIVISION yg 


Tell me 
American 
iNustrated 


iy —— 


ae xground like that 


State___ 


County ——— 











Stumped fora Sales Clincher? © WASHINGTON CURRENTS 


CONTINUED FROM PAGE 12 








MATERIALS CONTROLS 
ARE GETTING TOUGHER 


Mater 















ry lremiit 








4 he government wants to get production up to 10,000 cars a 
nt Next in line are ore boats, warehousing building materia 

CHROMALOX/ rl of i Hemah Force cantonments, and oil and 
electric range units lr e of the freight-car allocation, NPA specified that 


take you Off the Hook thm ieitnc ee ee 


Cutbaeks on non-essential use of other metals are expanding, 








rhere’s the order to nail down a percentage of aluminum, 
with the RIGHT ANSWER to questions most prospects ask ,a= opper aud nickel for carmarking solely for military contracts 
Are the surface units economical to operate? a Ape Reaconet goray meg ee ee 
Are they fast? Vy ; vin tae sind 
Are they easy to clean? ‘ : 


Do they keep kitchen heat down? 

How long will they last? 

Is maintenance expensive? PRICE CONTROLS AREN’T NEAR 
and PROOF to back you up ! 


| Free Chromalox literature gives you convincing, selling to pu ; ceilings on prices, But you can look for these pre 
: answers to prospects who ask about every detail of nari e quite a long time. It’s a virtual certainty 
modern electric surface cooking. Make selling easier there w ire t 
and faster by knowing all the Chromalox advantages Phe Preside ed top offi 


and the why of Chromalox design zat et But Dr. Alan Valet 


t's easter te sell the best! Use 
thie balletia to poist out el) of 
the modern sales clinching 
eurlece cooking edvantages of 
Chromalos- equipped ranges 









And here's « comprehensive 
24-pege booklet thet shows 
the way to more sales in the 
feet-growing electric range 
market 















Write for YOUR COPIES TODAY! 


curomatox Supreme 


for everything a good cook expects 


EDWIN L. WIEGAND COMPANY 
7525 Thomas Boulevard «+ Pittsburgh 8, Penna. 








Want Extra Profits? See eae ees ieee | a 
= : Along a it spring be al r Mar the time t 
ClAIROM/ALOX Oe Ue oo eee cea Pe 

HOT-WATER Deeg tees — rotate tml gee 4, cee ce 
REPLACEMENT ener Wy ot" = — cong n o . is e ‘Tee impor 


r r w expire ne ine 
HEATERS usked to vote amendments well befor 
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Wilcolator's revolutionary 


ALL 


for GAS RANGES 


is all set to STEP UP 
SALES for YOU 


OW you can offer gas ranges with oven- 


heat control that automatically signals when the 


oven is ready for use 
It's the hottest news in the range business! 


With the development of Wilcolator's exclusive 
new ‘‘Oven-Reddy"’, gas ranges can provide the 
important preheat indication that proves a boon to 
busy cooks, veteran or novice . the feature that 


has hitherto been available only on electric ranges 


There's no longer any need to guess, reckon or 
have a hunch’ about a gas oven being sufficiently 
preheated. When oven heat reaches the cooking 
temperature called for by the dial setting, the 


Wilcolator “Oven-Reddy™ signals by lighting oa 


precision cooking 





at a touch 





of the finger tips! 


MERCHANDISING—DECEMBER, 1950 











pilot lamp. The result is easier operation for the 


cook, time saving and fuel saving too 


Here's a revolutionary gas range improvement 
that will appeal tremendously to every one of your 
prospects a sales-clincher that will speed 


turnover 


Lighten your selling effort, and brighten your 
profit picture, by making sure your manufacturing 
sources supply you with ranges that are equipped 
with the new Wilcolator ‘‘Oven-Reddy'’ .. . the 


control that does a complete job. 


The Wilcolator Compan 


ELIZABETH, NEW JERSEY 








Saves Service Expense and Calls 
to Customers — Appliance Service 
Manager Approves Klixon Protectors 


SALA )», P, obert fecke, 
I YNWYD, PA.: Rol P. N 


he ating, air condi- 


tioning and appliance service manager, cuts motor service 


costs with Klixon protected motors 


*Klixon overload Protectors have helped us make a large 
savings on heating and air conditioning equipment. On motor- 


This 


means the customer saves money because motor service calls 


driven appliances, they save service calls and expense 


are greatly reduced. We would like to see Klixon used on all 


motors that run unatiended 






Klixon Protectors Reduce Service Calls and 
Repairs by Preventing Motor Burnouts 


Ihe Aline Protectors strate ure b . » the 
motor by che me They keep motors 


‘ facture 


‘ < s refrigera ‘ 

‘ wa re act « et “ x 
aby ‘ . al . , t & 
ve « r " 
nize repairs by requesting equipment 
} ors with Alixon Protectors 


SPENCER THERMOSTAT 
Diviwon of Metels ond Controls Corp 


2512 FOREST ST. ATTLEBORO, MASS 


Lixo 


—— o 
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ECONOMIC CURRENTS: 


Inflation Still the Danger 


By McGrow-Hill Dept of Economics 
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NEW QUESTIONS 
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AND MORE REASONS TO SPEND IT 
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We'll be 
looking forward 
to seeing you at the 


January Markets in Chicago 


N (jj 1D) (5 - = the line that delivers for the dealer! 
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| they’re making 


CUSTOMERS 


for you! Hiss oti legue® 


Merchandise to your back door—customers through your front door! That's the 
continuing aim of these regular advertisers in Ladies’ Home Journal. Every time one of your 
customers asks for a brand, you've got proof that this advertising is 
working for you. Make it pay off even more by stocking — promoting — displaying — 


advertising these brands featured in LADIES’ HOME JOURNAL 


FROM JANUARY, 1950, TO DECEMBER, 1950, YOUR BRAND HEADLINERS WERE: 


Nearly half—47.2%—of 72,012 women shoppers interviewed in 642 retail stores of all kinds reported they read 


Ladies Home of ae ‘ J 1 ANA LL 


Largest newsstand sale of ANY magazine, weekly or monthly 
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Were talking about Commercial Credit Plan 
financing. We're saying what it will do for Appliance dealers 
... for you. 


Definitely, it will help you make more time payment sales. 

First, because it enables you to do business with the majority 
market ... the people who need TIME TO PAY. Second, because 
Commercial Credit investigators are keen enough to single out 
and pass favorably upon the bulk of your applicants for 

credit from this market. 


You won't lose potentially good sales 
through over-cautious rejections. On the 
other hand, you won't risk undue credit 
losses because of inefficient credit and 
collection service. 


Commercial Credit financing is your surest 
means of protecting the profits you make on 
your increased volume of time sales. It elimi- 
nates the expenses you would incur if you do 
the job yourself . . . or might incur with a 
less reliable financing connection. 


Your distributor knows. Ask his opinion. 





COMMERCIAL CREDIT CORPORATION 


A Subsidiory of 
Commercial Credit Company Baltimore, * Capital and Surplus Over $100,000,000 


MORE THAN 300 OFFICES IN PRINCIPAL CITIES OF THE UNITED STATES AND CANADA 
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everybody profits 





when you install the 





NATIONAL 
200 








Your customers profit. 


‘.) 


With this modern “Class 200" National 
rte Cash Register, your customers see the ex 
“ act price charged for each item they buy. 
wy , 

Purchases ine iutomatically idded, and 


the mechanically correct total appears in large, clear 
figures it the top of the register. This absolute accuracy, 
plus the saving of the customer's time, build good- 
will whether the sale is cash or credit 


rng, 





) Your employees profit. 
KK 


ay 


ind thus advance faster. 


The “Class 200” prints an exact record 
of the sales made by each salesperson- 
giving them credit for good sales effort. 


This stimulates them to make more 


sales 


> - 
a YOU profit. The money-saving pro- 
q ern tection and the money-making informa- 
A 


ip * tion you get from the “Class 200” give 
you better control over your business. 
You can use the descriptive keys to record sales-slip 


numbers, quantities, weights, sizes, brands, stock 


numbers, code numbers, etc... on any transaction a 


valuable aid in inventory control. Or, sales can be dis- 


tributed automatically into any & desired classifications 


such as departments, tax totals, services, etc. This 


results In great Savings In bookkeeping time and labor. 


And, whenever vou have figure work to do, the in-built 


idding machine feature may be used without disturbing the 


cash register feature 


his National 


200” will quickly pay for itself—and then 


on making money 


H ive your local 


. . 7 

time-and-money Saving j 

iivantages to you today! ' 

CASH REGISTERS « ADOING MAC HINES 
ACCOONTING MACHINES 


for you for vears 


THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO | F| 
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en 


TIME TO < 
artes 


. 
STOCK "EM! Now that cold weather's 
here, more folks are in the market for 
G-E sunlamps and heat lamps. And 
General Electric's Sun and Heat Lamp 
Promotion is out to sell ‘em! It starts 
November Ist. So get stocked up on 
sunlamps and heat lamps now. They're 
high profit items, and this is the time 
of year you can sell them in volume. 


MERCHANDISING— 


GENERA 


DECEMBER, 


a Ce ~ en 


y 


CASH IN WITH 


SHOW ’EM! All through November, 
December and January, there'll be 
General Electric advertising on sun and 
heat lamps. Ads in Look and the Post 
Commercials on the Fred Waring TV 
show. Spot radio. Cash in on this adver 
tising by displaying G-E sun and heat 
lamps in your store. Ask your G-I 
lamp supplier for display materials. 





1950 


ELECTRIC 






LAMPS 


G-E Heat Lamp — 
to soothe muscular 
$1.10, $2.95 


G-E Sunlamp — 
for that summer- 
tan look... $8.50 aches, 


SUGGEST ‘EM! You'll find plenty of 
chances to suggest sunlamps or heat 
lamps. Folks with children are extra 
good sunlamp prospects. And virtu- 
ally everyone can use a heat lamp— 
for therapy, drying nail polish, many 
other uses. Plan now to tie in with 
the big General Electric Promotion, 
and get your share of extra Fall profits! 
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A PROFITABLE TIP... FEATURE 
a 





.)» 


“* ‘ 


IN YOUR CHRISTMAS SELLING PLANS 








This Christmas ... more and more women want the beautiful new 1951 
WHIRLPOOL automatic washer and dryer. Cash in on this “want” 

... get your share of the Christmas shopping business with 
WHIRLPOOL, today’s greatest home laundering sensation. 















WHIRLPOOI 


has more of everything to make it a fast seller and real 


. Most wanted by most women... 


money maker for you during the coming holiday sea- 
son. It has quality, design, eye-appeal plas promotion 
by the biggest advertising campaign in WHIRL- 
POOL history. 





a te 


/*" Guaranteed = y 


Good Housebee ping 
Ns £ sononase SE” 


—— 











model BEF - 
eh a skit: 
gelt-lighte® 


WHIRLPOOL 
Avtomatic Washer 


with Suds-Miser and the Seven Rinses, 
Cycle- lone Ultra V wlet Lamp Agiflow 













water wthon water Saving on partial 
loads, automatic door release that glows 
when washer is in operation and other 


sules-clinching features 


Whinlpoot 


Bor Over 50 Years Monvfocturers of the World's Finest Home Loundry Equipment 





WHIRLPOOL 
Dryers 















. available in 
both electric or gas 










models... with many 
exclusive features to make 
your selling simple, 








ST. JOSEPH, MICHIGAN, JU. S. A, 
IN CANADA, John Inglis, Lid. Terente, Ontene 
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Sure to Score! 


All-American TV Line-Up 


Sure to Win f 





With the BIG Line... BIG Pictures... BIG Features 
America Wants Most in Television 
H, : koff” for the fastest sell mote Control to change station, picture 


e ever kr n and sound automatically from clear 
, on across the room. Here the spectacular 
vy 1951 Zenith TV u ne i 
—e : ; Zenith 2-in-1 Screen— with Two picture 
i ne the 
: ' shapes, Giant Circle or Rectangular 
elevisi é i on . 
. ype, in one set Here also is the super- 
, , i I 
qual a g ai taste > " 
. powerful, “Super-Range”’ Chassis 
é ears ane } ae : 
transforming even weak and distant sig- 
ib ew iZi € 
; nals into pictures of outstanding new 
t ike n trie . 
; clarity, definition and steadiness. ALL in 
} ne eve ; : 
competitively priced models that make 
H t I if ie Zenith q tality the finest in television 
i , Li Bone Re easy for everyone to own 


Heavily, Powerfully Advertised in the 
Nation’s Leading Magazines 


The biggest and best magazines in America will carry the “big value” story of these 
gnificent new Zeniths. So don't wait. Call your Zenith Distributor now, today 


Get i rae in. Get your sales promotion material. Get excited because you re 





New Zenith Aldrich TV New Zenith “Hewthorne” TV- New Zenith “Byron” TV Con- 


Console. |* ‘ ‘ Radio-Phonograph. ( aliin« sole. Distinguished ith Ce 
M i se ‘ e Mahog y veneer tury cabinet of genuine Ma 
l¢ with f eng loors 165 gar neers and selected 
I scree Refle F G i 








New Zenith "Wordsworth TV-Radic-Phono- 
greph. B te r > i t 
af - 





neer 6 j Refle« 


p,| for 





F of Scree 












Quality you can trust 
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Zenith jhe you can see 





New Zenith “Burton” TV Table Model. Beautifully 
finished Mahogany Pyroxylin cabinet with gracefully curved 
top and sides. New 154 sq. in. Rectangular “Blaxide” Tube. 


Team Up with these "Most Wanted” 
Television Features. You'll find them ALL in 
Zenith and Nowhere Else! 


Zenith’s new Giant 238 sq. in. screen — wider thon 
a newspaper page! 

Zenith's ‘‘Super-Range’’ Chassis—reaches out for 
stations. Tunes even weak signals into clear pictures! 
Zenith’'s Reflection-Proof Screen—bans window and 
room light reflections! 

Zenith’s Blaxide Picture Tube — brings ovt far richer 
contrast ond clarity! 

Zenith ‘'2-in-1"' Screen—gives you fwo picture shapes 
in one set-— Giant Circle or rectangular type! 

Zenith Pre-Tuned Built-in Antenna —works where 
many others fail! 


Built-in Provision for Tuner Strips to Receive Pro- 
posed Ultra-High Frequencies on Present Stand- 
ards. 








oom huis RADIO 
and TELEVISION 





PAGE 








The Complete New 1951 Line of 


F LORENCE Electric Ranges 


Meets Every Customer’s Needs 


ye Y'RE NEW —excitingly new—they’'re the 1951 They have the new Duplex Convertible deep-well 


line of Florence Electric Ranges! Each one is Budget Cookers .. . accessories most wanted for cook- 


more than outstanding in its “last word" modern ing ease...the Florence name your customers know. 


design. .. its newer-than-tomorrow styling that com here's one of these 1951 Florence Electric Ranges 


bines work-saving efficiency with kitchen beauty! 


for every kitchen . .. for every customer's pocketbook. 


Space-Saver 
Model 115 with 4 
top heoting units 
-shown plain 
Available with ac 
cessories A-16 of 


\ = a A.17 


Space-Saver Model 114 

Space-Saver Model 113 with Budget Cooker— 
shown plain. Available shown with accessory 
with accessory A-16 A.17_ Available with ac 





=~ 


cessory A-16 oF ploin 





144~—shown with accessory A-16 


B-18 of pioin 








Standard Model 134 
Deluxe Model 164—shown with o y pentiatiin 


618. Available with accessory A-! 


with occe 


GAS RANGES «+ LP-GAS RANGES «+ ELECTRIC RANGES «+ OIL RANGES 


DUAL-OVEN Contbination RANGES « OIL HEATERS « GAS HEATERS ELECTRIC RANGES 


Genera ffices and Plant ardner, Mass Mid Western Plant Kanbahee 
ag. lTeoness fh sles Offices Part Avenwe, New York 14 Merchandise Mart 


dise Mart, S cisco, 53 Alabama St W Atienta, 301 North Market St, Dallas 
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Most manulacturers and businessmen mab 


Mmiore core vhen « HpPlOovees say show le ithe ! 

The ta er i no exception! One dairvman 
| 

walks 64 teet daily per cow, another only 448 

feet' The ditlerence represents better planning 
' | nt i ' ‘ 7 ' lal 

more ethic piant woul Thhoote Lateor SAVITNZ 

cle es pavs off 1 biever proits 


And the Mrs. Manutacturer on the farm is a 


sole savel 0' Com t well designed kitchens, 


pratt 


with nearby storage space, lessen \ ilking and 


work vive wore ecmure 


Farming is a business that has benefited by 


time studies, movement and motion research 


like any other type of manufacturing utilizes 





mechanization 


increasingly 
improves plant ind structure 
food factory 

The keeps 


in step through more ethcient 


of the 


farmer's wile 


work planning, remodeling 


¢ v/ % ts 
{\ ; \ design of the farm home 
~* By 
ra Edited in the joint interest 
of better farm business and better 


¢ yi farm living 


each month brings the 


rit ' z . decorating, furnishing 





Successtul Farming 


best ideas 
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ind information to the nation’s best larmers 
ith the best soil, best brains, best techniques, 
ost investinent in land, buildings, machinery 
ind equipment, the largest yields and incomes 
The near million SI 


fifteen Heart states alone 


farm subscribers in the 


earn easily 50°) more 


than the average US farmer! 


With current farm income now about three 


times the 1935-39 average and a spendable 


backlog of billions in cash and check books 








from the ten best vears in agricultural 
histor, today's best farmers and 
their tamilies are the best electric 


vin nl " 


irket in the world! 


Your advertsing in general 
publicauions passes by much 
of the most profitable audience 
needs Successtul Farming 
for its deep penetration, greatest 
influence and inipact maksimum response and 
return. You're not getting vour share of national 
sales, if you overlook this market and medium 


For data and details, call any SF office 


Successtul Farming, Des Moines, ‘ 
New York, Chicago, Cleveland, . 
Detroit Atlanta, San 





Francisco, Los Angeles 
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THE ORIGINAL AUTOM DISHWASHING COMPOUND! 


calgonite , 


All of these leading tlectric Dishwasher 
Manufacturers pack a sample of Calgonite 


in every household dishwashing machine 


Calgonite puts automatic dishwashers at their best 


puts extra dollars in your pocket. Here's how 


Your customers put Calgonite in their automat 


dishwashers. Dishes come out sparkling clean. 


Old washing film is gone. New washing film 
can't form. The dishwashers themselves shin« 
inside. Happy customers! They'll be seeing you 


for more and more Calgonite—and telling their 


friends how wondertully clean their new auto 


matic dishwashers get their dishes 


Feature Calgonite! Make it easy for these ready- 


made customers to find Calgonite in your store! 


Thousands ot new dishwashing machine owners 
are being given a chance to try Calgonit« 


It's your opportunity to build plus business 


plus profits! 


Stock Calgonite! Display Calgonite! 
Give Calgonite eye level shelf space 


Write for literature 











CALGON, INC., Hagan Building, Pittsburgh 30, Pa. 
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For Greater Christmas Profits 


Feature the Leader! 


MODEL T.100 


159” 


OmPLeTe 





Oo 


- 


utstanding, Revere Leads the Field 


The prole ssional quality and superior features of the new Revere able, re-usable tape... simplified controls... powerful, constant- 
l'ape Recorder have made it the sensational leader in the entire speed motor . . . fast rewind and forward speeds . . . quick start- 
recording field. No wonder dealers everywhere are reporting ing and stopping... time and footage indicator . . . plus a com- 
phenomenal sales of this remarkable equipment. Get behind this pact unit of handsome design and lightweight portability--and, 
potent leadership for an extra share of Christmas profits! Mr. Dealer, you've got terrific sales appeal! 


Professional in Appearance and Performance ‘. a 
ms Ideal Gift for Everyone 


Revere’s high-fidelity sound easy, trouble-free operation 
, . , Every day, more and more people are discovering the many 
low price ind economica upkeep : make it the outstanding os 

advantages of owning a Revere Tape Recorder . . . the fun it is 
value from any customer's viewpoint. Add to this such important : 

to record children’s voices and home talent... to add musi 
features as a full hour of listening time on each reel . erase- 

und commentary to home movies . . . capture radio programs for 


future enjoyment, Schools, churches, and clubs find tape record- 


REVERE RECORDER- ers invaluable for educational and recreational purposes. Busi- 


RADIO COMBINATION ness and professional people, musicians, and students—-everyone 


Tene renesder ahaa & testeus will welcome the gift of a Revere Tape Recorder. 
iy rder plus a@ gloriou } 

radio. Programs can be , 
TEN 8a This wide-open market, combined with overwhelming prefer- 


f a switch—no cords to ence, makes Revere Magnetic Tape Recorders the hottest new 


inect. Powerful circuit profit-builders you can carry. Write for complete information, 





t t-in antenna 


Model TR-200 $1 9950 complete 









REVERE CAMERA COMPANY + CHICAGO 16 
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Choose from America’s Greatest Truck Values! 


CHEVROLET “oxics’ TRUCKS 


You're right in every wav when vou choose dependability and long service at low cost. 
Chevrolet trucks as your on - the - job Job-wise — you're right with Chevrolet. 
partners. oe offers you more — in There’s a Chevrolet truck to fit your job 
power for the job, economy of operation, ... with the right power, the right clutch, 


low maintenance costs. the right power-train to fit the need. And 


Economy-wise— you're right in choosing every unit of the Chevrolet truck you select 
Chevrolet. You save money, for Chevrolet is engineered for the job. Yes, to do your 
is the lowest priced line of all. And you save job right—with outstanding efficiency and 
on gas, oil and upkeep with these trucks so pag ron ai 1 tt f ; 

famous for all-around economy. : Before you Duy, get all the facts on 
Chevrolet — first-cost, operating cost and 


Power-wise— you get more with Chevrolet, maintenance cost. Remember: For the 
too. Chevrolet's great valve-in-head en- last eight consecutive truck production 
gine is the result of 38 years of steady years, users have purchased more Chevrolet 
improvement — an engine that offers out- trucks than any other make. See your local 
standing pulling power combined with Chevrolet dealer now! 

‘ TEV MOM E T MCP T OPER TDPEVISTOIN, Cre ‘ ‘ , . ‘a wm. DP TROT 2 MICHIGAN 


ep in demand 
ficst Firs , in value 
first in sales 


Only Chevrolet Trucks Give You All These Advance-Design Features: 


« TWO GREAT VALVE-IN-HEAD ENGINES: the 105-h.p. Loadmaster or the improved 92-h.p. Thriftmaster—to give you greater power per gallon, 
lower cost per load «+ POWER-JET CARBURETOR—smoother, quicker acceleration response « DIAPHRAGM SPRING CLUTCH for easy-action 
engagement « SYNCHRO-MESH TRANSMISSIONS for fast, smooth shifting « HYPOID REAR AXLES—for dependability and long life « DOUBLE- 
ARTICULATED BRAKES—for complete driver control + WIDE-BASE WHEELS for increased tire mileage *« BALL-TYPE STEERING for easier 
handling « UNIT-DESIGN BODIES—for greater load protection « ADVANCE-DESIGN STYLING for increased comfort and modern appearance. 
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Can YOU say things like these? 


“Raytheon performance is excellent even in out 
of town fringe areas. Raytheon sets give our 
customers maximum seasitivity and better pic- 
ture definition.” 
















“We are happy to recommend 
Raytheon television receivers to 
our customers because in our opin- 
ion they are the best in engineer- 
ing and design on today's market.” 





















El) Berman 
BERMAN RADIO 
Boston, Mess. 





M. J. Rebenneck 
MARTHA JANES MELODY LANE 
New Orieens, le 





...« Tujunga is not...ina 
fringe area . . . we are in the 
IMPOSSIBLE AREA.... 
Raytheon Tr‘evision is the only 
set that homeowners in Tujunga, 
Sunland and Verdugo Hills have 
ever been able to ‘really’ get a 
picture on,” 




















“The Raytheon line has been 
very profitable to us because 
of the small percentage of 
sets requiring service adjust- 
ments, and because of cus- 
tomer acceptance due to the 
fine cabinet design and 
fringe recepuon,” 












Devid Myron 
VERDUGO HLS MUSIC CO. 
Tujunge, Celifernia 


Clarence Van Molson 
VAN'S RADIO SALES AND SERVICE 
Grond Rapids, Michigan 
















“... once the customers have seen 
the Raytheon set in operation our 
competition is eliminated.” 






“In our opinion Raytheon offers the most 
profuable franchise on the Television Mar- 
ket today.” 





G. J. Thiele, Seles Menage 
MISSOURI CONTRACTING & APPLIANCE CO. 
$1. Lewis, Me. 





FB. Koeprick, Owner 
GENERAL TELEVISION 
Heuston, Texes 


IF not, better investigate 


a 


Dependably Built for ————— 
DEALER PROFITS ad 


They speak for themselves—these dealer state- 





yes OT 08 Miaa a 
* Guaranteed by ~ 
Good Housekeeping 
<I 


* 
45 sovianstn OS 









ments (only a few of many) of the top per- 
formance of Raytheon TV. Remember: we 
will not sacrifice quality or dealer profits in 
order to achieve bargain prices! Why not fi vd BELMONT RADIO CORPORATION 
5921 W. Dickens Ave., Chicago 39, if. 
Subsidiary of RAYTHEON MFG. CO. 


out about the substantial profits that await 
you with the new 1951 Raytheon line. Contact 


your Raytheon distributor or write us 
) 


THE MAYFAIR Model C.17 





List Prices Range from $239.95 to $625.00 
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s exclusive, patented 


‘CENTRIC 
AGITATION 


is the 


(oideef Selig Hitton 


in the GREAT, NEW 


ABL{ Malic. 


AUTOMATIC WASHER 


Centric’’ Agitation is not merely a talking point. It is the most action- 
provoking SELLING point since the introduction of automatic washers ! 


COMPLETELY 





If the effectiveness of 'Centric’’ Agitation were limited to its unmatched 
ability to wash clothes clean, or to its unique, in-and-out pulsating action, 
or to its pioneering construction principle, combining aluminum and 
rubber fins...even then, its sales potential would be tremendous. 


But, its importance goes far beyond even these modern-day miracles. 
Centric’ Agitation is the only washing principle which permits enjoyment 
of the other ABC-O-MATIC advantages that are shown on the opposite 
page! “Centric’’ Agitation is the very heart, the key to the whole new 
concept of ABC-O-MATIC washing, rinsing and damp-drying. And so, it 
is Centric’ Agitation that lets you tell the strongest SALES story in the 
entire history of home laundering ! 


Add These Advantages to Get the Whole ABC-O-MATIC Story: 


One-Dial Control e Automatic Levelizer 
No-Stoop Top Loading e Stops When Lid Is Lifted 
Signal Light Shows Washer e Vibration-Free and 
ls Operating Amazingly Quiet 

® No Bolting Down 
Washing, Rinsing, Damp-Drying, ALL Done in ONE Tub! 


ALTORFER BROS. COMPANY 
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See lt at the 


CHICAGO WINTER MARKET 


Furniture Mart, Room 541 


MAKES CLOTHES WHITER! Unique rubber-finned 
“Centric” Agitator, moving outword and inward with 
@ regular, pulsating action, distributes the load evenly 
in the tub, then “shampoos” things clean, forcing sudsy 
water through every fibre of fabric. 


“HaskAwy Rinsing 


MAKES CLOTHES BRIGHTER! Spray ond deep 
power rinse surges the dirt free. Then Flush-Away rinse 
overflows the tub, floating dirt and soap-scum to top 
and flushing it away. Final Splash-Away power rinse 
splashes water up and out, taking dirt with it, 


wretch 
ie Dying 


A unique combination of air and centrifugal force, 
made possible by pulsating rubber fins, removes oll 
free water from the clothes. The absence of excessive 
speed in spinning prevents creasing of clothes, damp- 
dries them soft and fluffy. 


EXCLUSIVE GEARLESS 


Clete Z 


The pulsating motion of the “Centric” Agitator makes 
possible the elimination of conventional gears neces- 


PEORIA, ILLINOIS cadcoene octon tie mest NM Ran te 
trouble, simpler service. 
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A POLICY AND A PLEDGE 
To Every Franchised Coolerator Dealer 


CONTROLLED DISTRIBUTION — Through franchised dealers with every fran- 
chised dealer assured his fair share of our production. 


ADEQUATE TERRITORIES — For every franchised Coolerator Dealer so he may 
operate free from the ills of overcrowding to build a sound Coolerator retail 
operation. 


FULL MARGINS AND COMPETITIVE PRICES—To assure every franchised 
Coolerator Dealer the volume and profit he needs to do a complete merchan- 
dising job and build an expanding business. 


QUALITY PRODUCTS— With self-apparent advantages that are easy to dem- 


onstrate and easy to sell. 


ADVERTISING— That will be localized to sell Coolerator appliances to your 
prospects and will establish your store as Coolerator Headquarters in your 
community. 


Hundreds of dealers have found the Coolerator Profit Protection Plan the answer 


to their particular problem during the period of uncertainty. Your Coolerator Dis- 


tributor still has some choice territories open for franchised dealerships. Why not 


call him today for complete details. 


je sure to See the New THE COOLERATOR COMPANY 
COLERATORS for "5! DULUTH 1, MINNESOTA 
as Space 1-107 Morchandicn © CHICAGO OFFICES: 11-107 MERCHANDISE MART 
ow 


During the Jonvory 


FULL LINE OF FLAVOR-SAVER RANGES, SPACE-THRIFTY REFRIGERATORS AND FAMILY-SIZE FREEZERS 
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When he talks to new salesmen, Lem Bryant 
knows how to impress them with the value of 
salesmanship. One of his best stunts, by way 
ot proving that amything can be sold, is to sell 


his own salesmen 


He produces four or five neatly-wrapped 
packages from his pocket and places them be 
fore him. He then says 

I have in a beautiful package the most 
popular cool or instrument known in the 


American home. More than a million business 


establishments have it. It is used a thousand 
times a year by one hundred million people 


When it 
take 


is needed nothing can satisfactorily 


its place 





ee a | 


“It is made of solid material 

“It is a source of satisfaction 

“It alleviates much pain 

“It is worth one thousand times its cost 

“It is easy to carry. 

“It can be inconspicuous. 

“Every salesman, particularly, should have 
one 

“I have only four left and I offer them to 
you at $1.00 each. 

“I personally guarantee your money back if 
any statement I have made is untrue.” 

Curious, the tyro salesmen hastily put up a 
dollar for the imposing package and its contents 


The package contains—a toothpick! 





















EVERYBODY is a PROSPECT... 


THERE’S NO LIMIT to whom or whot you can s 


with $ ~ ame of $2 
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yttest ryan is in his par 
ilar area. Eight e¢ merchar 
ers keep his appliance sales volume 
Tt t > SU000 aA yeart 
If y ish n what he sells best 
t eplic Refrigerator range 
ieee 3. \ eate n f 1reezer wash 
‘ . er air litione and 
€ f ire 2 hat pretty in 
t it The truth that 
Le Brvar ‘ everything—because 
it t ba les of 
i i t art 
5 t en 
Eve a prospect ¢t 1 
{r ; t W 
I ) € ( all on a 
cw f iITarin we kn Ww 
1¢ t buy ething that 
very iy b f 
wread—and if it 
‘ t y 
Lem Brvant wher ond get it r ave 
4 t ‘ < torted ir . 
¢ t nh rg t what 


1950 





lare 


hb 
You can take 


Says Lem Bryant of Homewood, Ala. He proves it with top 
promotional techniques, a sales organization that never knows 


when to quit, and a volume of $250,000 a year 


By A.B. WINDHAM 


‘ 4 prospect for in the 
p ince 
int believes that any sak 
i « na neo } pect 
t want t | ' 
1 pomts to the phone 10k 
rd y a prospect ms he de 


ten names trom 
| 


the phone book and develop a prospect 


then Maybe the first one 
m will slam the door in your 
econd one may not be at 
rd one may sic the dog 

e fourth one iy be having 
irty, and so on. But before 
» the tenth name, you'll have 


me 


inship has been reduced to 
ence by Lem Bryant, and 
n ave been inspire 1 with 
1, rl 
no such thintw a t 1sonal 
¢ say Not to a good sales 
Vay There ire times in 


resistance is higher than at 
that’s all. It 


must work harder and longer 


mean a 


atize the sale. Dramatizing is, 
se, the major factor in selling 

sity of the prospect must be 
and a good salesman will top 


lly and ask himself if he is 


(TURN PAGE) 
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EVERYBODY is a PROSPECT continued 
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CIVIC-MINDED BRYANT (left) t« 5 GOOD RELATIONSHIPS 


ew 
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New Salesmen Become Part of the Bryant Family 


CONSTANT CALLS and hard work ore repeotedly impressed upon sales staff 


t way ucceed Bryant passes out decks of cords salesmen ’'s 


taire while salesmen are out making night cal 





FREQUENT PARTIES for ems ef t alw ela t t? hristry 4 COOPERATION between salesmen and bosses is part of Bryant plan. Here a 
} c ‘ ntain harmor elotior forw nan get tance in kitchen planning trom B Gann, sales manager, 
who gives him tips om what to stress to pr HOW THEY SELL—> 













ELECTRICAL MERCHANDISING—DECEMBER, 1950 PAGE 37 








EVERYBODY is a PROSPECT continued) 


1 EVEN THOUGH calling on customer who has recently purchased a complete 


ti 
electr kitchen, Bryant salesman presents hx 


PR a 
_ Pry 
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aes 
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3 AFTER GIVING some tig 


efficient use ; te he 


5 REAL REASON for visit wo 


now on ft 








usewife with door-openir 3 turnmbler 


2 


i 


new 


To Bryant 

Salesmen 

Everybody 
Is a Prospect 


FINAL R 
theory 


applian 


APPARENT REASON for salesr 


es ond t 


LAST APPLIANCE to b« 


Salesmar 


necked 


ration of he 


performance 


; the new dish 


some wagestions or 
thus justif 3 Bryant 
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What’s Your REAL Profit? 


If you measure the success of your business by your net profit on 
sales you are not getting the right answer. It’s more important to 


know the return on your capital investment. Here's why 


ich Paige vs » ‘tee Hennes al Gitention o6 Ge tet PROFIT AND LOSS STATEMEN) 
it of ten ele t al ne indisers proht on sales, he is satished Sales $50,000 





tion wher ‘ ype gy figures are Considering only the sales volume and the net Cost of goods sold 32,500 

the end of the ve many other . ' ; , ETS 
profit on sales, this isn't a bad showing in view ofl 

wise ca { +} fact thal soll tines eimai Margin on soles $17,500 
1 ac Mat costs ard ANC nave ink aser 

nine out of ten : : - Overhead expense 15,000 

veavily, but if Smith prepares a financial statement POEL: § 

They overlook the fact that the ultimate yard for 1950 and computes the 1950 net profit on net Net profit on sales $ 2,500 
stick of profitableness the return on their in worth, he now earns less than 7.8 per cent return 
veste pital, which the difference between th yn this capital investment, whereas, he earned 16 

the li t for a riet " per cent in prewar days; to wit: BALANCE SHEET 





the capital stock plus the surplus for a corporation Current assets $10,000 Current liabilities $5,000 
The net profit on sal A se ry ¥ tick Current assets $24,000 Current liabilities . $4,000 Fixed assets 20,000 Net worth 25,000 
en « lering the prog: f a business over Fixed assets 70,000 Wet worth 90,000 — —— 
a period of year —_— —_—— Total $30,000 Total $30,000 
Total $94,000 Total $94,000 











If on ‘ , t ke $10 
) nd net 1 his percentage f profit WI $a Oe re ; + i These tatement how two turn 1 year on net 
: . : Why t leciine im the return or ipital invest : " , S14 
Sa 0 pe ent, thet " $20, 00 m a . : j worth, the net worth divided into the sales, $25,000 
ment In the prior 10 vears. Smith has increased ] 
I t two per cent vear teeth t nto $50,000, and 10 pe cent return on capital 
. . i nm Dank Decatlise i een carning eee ; 2°oC 
A n can get more than twice t retur! as Se ; invested, $2,500 sales to $25,000 net worth 
' Because prices and volume increase 
t . with t ‘ ‘ 
the investments in inventory and accounts receiv Survey n this field show that the average turn 
er ee Vine > ailing ible also increased. He bought the building yu on net worth has been a little better than 2, and 
ntlet vith no labor trou a2. 5 , , } 7 

1A oT , ng his business at a substantial price and install the return on capital investment about / per cent 
- “3 ; , a new store front, bought new display fixtures and However, the turn on net worth depends upon 

a ‘ *Y int : A { 1.1 } j 
, 1 new truck, investments that increased his fixed sales, profits and the dollars invested in the busi 

the . owene Or - ya : ans 1 
k ' — issets from $20,000 to $70,000 le is a lot ness amd there are as many mbinations of these 
yy nt retu : ital investment : , ‘ 

. ‘ nore fixed capital to carry, a bigger capital invest three factors as there are hands in poker Average 
The pr ‘ ’ a] : hae heer tre ed s ment, but he has cut the return on investment to figure ire the po rest of the best and the be t of 
oft leat A | ‘ 1 w 4 less than half of that which he earned in 1940, the poorest. | iiding behind all averages are big 
t tur ul gnore pletely the return ¢ variance in the operating hgures ol the dealers 
t t t I t id t Yardsticks of Efficiency involved \n audit of individual dealers’ figures 
errot nclusior res ing manageria has revealed 4 variance of between 3 to 16 per 
“Lnoy w”, For exampk ippose that Deal Of course. t is an extreme case. which we it cent on the return on capital investment. Often 
Smit ks revealed t t and loss stat line just to emphasize an important pha f bu the dealers with the largest investments show 
ment 1940. The figures ar erely illu é nes that should be watched from year to smaller returns than dealers with limited capital, 
" t t the operating year. current ratic lifference between which may indicate that the larger dealers have 
? rat f any dealer or grou; lealers in this field the current assets and the current liabilities, which invested too much in expansion without due con- 


Sales $50,000 gives the working capital, and the ratio of net sideration of all influencing factors, or thev are 
Cost of goods sold 30,000 profit to net worth are the tw ost important net promoting sales with maximum effectiveness 
eh a vardsticks of operating ethciency today toth are 
Margin on sales $20,000 pretty much ignored »y electrical dealers, and in 
Overhead expense 16,000 this hectic period, with higher tax« and =costs 
, 
i 


Secause there are so many variables in the picture, 
we cannot give specific recommendations It is 
a problem that every dealer must solve for himself 





aig ei ming, and probably control this error of It can be said, however, that the dealer who gets 

Net profit on sales $ 4,000—8% mmission may cause trouble If our experience a big return on his invested dollars is a topflight 

Suppose tl was Smit lance eet in cor any criterion, we believe that pny dealers are operator, that all dealers should keep their eyes 

dens« rt } e¢ same vear (1940) Carning le profit on their invested capital than on this return and compare the yield with that of 

Current assets $10,000 Current liobilities $5,000 oe “Y = " == me & sew youre ag0 his means afe outside investments If you are approxi- 

Fixed assets 20,000 Net worth 25,000 that i. eir Dusine ha sliy pe / om . aye It mating outside yields on safe investments, then 
iid iy be Over-expansion, hig credit losses, Dad « t 


you are not getting enough return trom your own 


Total $30,000 Total $30,000 ntrol or “invisible losses” of one kind or another business for th } } 


he risk and overhead-aches—and 





Sentai « 18 perce n sale 84 000 ad r i o n when sales recede, the return may drop to less than 
’ ¢ iM} net w t n 194 worth, otherwise, the returt n invested capita the yield on safe outside investment 

In t ' ons + eine . , - cal sumtin e : 1 - Watch the return on capital investment from period 

r iveraged $80,000 vear Giaren wemeiel ; ia bogey to period. Try to keep it as far above the return 

al ‘ et SA At) Veal ccturn of aet wort , ey on sale outside investment is pos ible to pay you 

: j gy the , f \ efforts and risk. If you contemplate 

: p ? E - ss Net Worth Has Turnover, Too 4 OR SRS CHISES Om his FURUEN. 

arg . Finally, the gher your return on capital invest- 

AM tO 37 toch turnover abor et t ment, the more your business i worth on the 

$2 The averag ealer far ir with the first 1 ark \ buyer nsulers the exce if the earn- 


ite out- 








ve mer when he di ‘rs 10 possession of 


End 
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1 THE DECISION : 


A Photostory 
By Robert W. Armstrong 








NO ENTHUSIASM t 1 by esmer nselors as Ke tries to ir SALES COUNSELOR Tom Osborn i 
Recenvince Salesmen terest th ‘ them wit . § detergent { ‘ intly surprised by warm we 
a e day } nmsumer owners to f j ‘ ve ‘ port e user nd 


Gets Test Orders 





4 HOUSEWIFE’S ENTHUSIASM 5 CHANGED ATTITUDE 
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WAS Right 


~_ 
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Portable dishwashers were hard to sell in the New Jersey territory of 
G-E Appliances, Inc., until the enthusiasm of users resold distributor 


salesmen. The resultant promotion moved dishwashers for distributor 


and dealers alike 


? PERSISTENT Osborn hangs on, gets Levin seated long enough to explain that distributor 


w mo » special cooperotive advertising allowance to dealers who participate in the 


a mG will he him rese the lishwas! even weaken but he st . N 


of campaign s first phase wit rder 
topping 
w Osborn helped Levin resell machines 


4 JUBILANT Osborn reports bac lly on tinal day 
from 18 t + 9 -ale ix ver is Quota G-t 
to * 33 


other salesmen did 


yu Next page show 


. 
. 
i 





continued 





The Customer WAS Right 
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Oo Nay ner 
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, 
A FEW DAYS LATER Osborn returns to L 
rieftca teria les terature 
re Happy with portabie dish 


WHO WILL BUY MY DISHWASHERS? ... THE SALESMAN 








5 “YOU MUST hav 





A ENTIRE STAFF 














Ar 4 ~. 


. 


? FIRST STEP in helping DISPLAY MODEL is ploced between clothe TWO WOMEN provide Osborn with first oppor 
Jer tratior node washer and refrigerators. Irwin Friedman, store tunity to demonstrate portable. Levin listens while 
Levir holds cardboard display while Osborn mokes his soles talk, is impressed by the way 


tr wa he communicates his enthusiosm to the women 


HELPS THE DEALER SELL CONSUMERS 


7 TELEPHONE CALLS : re mode q FIRST OUTSIDE CALL on o free tr prospect i WASTING NO TIME, Osborn and 
MA tohe Lg Mr: give Mr Trotter a chance to chang 


made by Friedman and O nm together 
T spect, hod already gt unload o dishwasher from the truck 


hwasher jo their canvassing nd 


st 
, wry it int 











The Customer WAS Right  <ontinved 





2? SEVERAL WEEKS 
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DAWN RADIO SPOT 2 
REACHES FARMERS "em 









The rural prospects of dealer W. T. Powell, Inman, S. C., 
don't read many newspapers, so they get his advertising 
messages at 6 o'clock in the morning by way of a radio 
. program which costs $60 per week and has moved six 


carloads of refrigerators in ten months 


e brands, well 


“WE HEARD ABOUT IT over the Farmer Gray radio program,” say many 


eping j . stant! Inman, 5. C., housewives who come into the Powell store for ao demonstration 


ie. 


moe 





A ae A tO 


ed 











PROGRAM MATERIAL ond tonce provided for broadcaster Farmer Groy CONCENTRATION on basic 


wt ev ich peration protects | d investment rary 


appliances simplifies Powell's sales training pro 


possible because of low saturation in his rural area 
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SS Greeting Cards Pay the Rent 


. ea : ae 
Adding a line of greeting cards in their Norwalk, Conn., appliance store jumped traffic eight to ten 


times for Dave Contessa and Ross Palmer —and the cards are returning enough profit to pay the rent 








LITTLE FLOOR SPACE 


“ 












were By TED WEBER 


geaceal 


EDITOR'S NOTE: This is the second in a series of articles on dealers’ experiences in adding 


y : 
non-electric merchandise to their appliance lines. The first, Pots and Pans Draw Appliance 
eo Prospects, appeared last month 











ah gas RANGES [WASHERS 


ans) 


PRELLERS REF RIGER 


A 


or 7 + 
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Wanted: More Traffic 


\ 


CARDS ARE A SIDELINE 
‘ tive ’ ’ , 
4 
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NO EXTRA HELP 


ne * the 


needed 


in handling the cards 
car ter nm the f 
f additional he 


at $130 eact 


Selling requires no training and, when business gets 


to handle card sales 


Other secondary 


lines might 


NO EFFORT is made to force card buyers to look at 


Principal expense in adding cards wos purchase of 


appliances, but many do 


if the customer shows por 


ticular interest, a salesman will step in 


If she doesn't, 


the partners feel they'll get her business later 


SIMPLE INVENTORY procedure involves little more 


than Palmer's subtracting card soles frorn purchases 


ORDERING IS EASY and almost automatic. Red cards 


ste whe on iter hould rder Dote 


need and allowing one percent for spoilage. Physical inven 


e sent unnecessary 


take up almost one 
tore but occupy rela- 
space. During the 
m several tables of 
played in the center 
Why Cards almost immediate. 
ng up as shoppers 
~w line and for some 
has been averaging 40 to 
60 persons per day as compared to five 
before the cards were added 
ules in cards average $400 a 
ith, which, with a 50 percent mark- 
means a $200 profit for the store. 
As might be expected, Contessa and 
ver are completely satisfied with 
¢ greeting card business. Much more 
significant, however, is the fact that 
the greeting card suppliers (who once 
» experiment with serious 
are now investigating the 
franchising other appli- 


End 
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THE WINDOW « 


y the time families in his area begin to wonder about winter heat 


2PACE HEATERS 


So long as there are homes without central heating and low-income families who move 
often, ads and display will sell space heaters. Here are two Chicago dealers who 


profit on them, because they know what and when to sell and who will buy 


4 


; 4 * « 
7 “% 
BEN MOLINSKI Sox 
ase 


Ww NORTH ave 


Stove Heat Prospects 


ADVERTISING 


NA . “ 
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MASS DISPLAY strategy is used by Victory Sales & Service Co. to draw prospects’ attention to space heoters. Most are sold without demonstration 
. 
4 Z L ’ " A Y S S t L L By TOM F. BLACKBURN 
. 
ikes does the trick for We carry the best lines on the market and have 
lone it for vears, because we know these are the 
‘ ) h lea of getting models that have delivered the goods.” 
$39 f Lic On the Nearly all Chicago installation is done by inde- 
tr around pendent service agencies. Charges are from $3.50 ' 
iter up for setting up the space heater which has 
Ap] ths t You're ilready been delivered. Owners depend on these ; 
are only service agencies to keep their stoves functioning : 
End , 


INSTALLATIONS in the Chicago area are rarely handled by the deolers them- GOOD PERFORMANCE is obtained by careful leveling and checking of the 
selves. Pipes have to be measured ond cut before heaters are installed draft. Installations sometimes cost as low as $3.50 in the Chicago area. 
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TOASTERS 


; 
« 


SMALL RADIOS 


HEATERS, irons on clo wre grouped on islond displays beyon 


tte tor ‘ permit return ¢ wry merchondise 


iw 








NEAR THE BACK of the 


rm 


forme 


re prowlir " pects ruf t 

t er wd + ter A worronty serv 
distributor 

——o 


A EELS 





mene 


st 





BY THE STAIRS, prospects 
heading down to the TV depart 
ment see more electric house 
wores. Blenders ore displayed 
with non-electric juicers, pres 
sure cookers 


Every clepartment at Jersey State Electric Co., 
Elizabeth, has its electric housewares display— 
one good reason why the company sells 25,000 


small appliances a year 








TO AFFORD THIS COUPLE o preview of what they moy expect in their new 
Hotpoint kitchen, Donaldson invites them to his own home, where they will be 


wh bh wn all-electric kitchen in operatior 


Hitchen Customers 


up for her, Rufus 


From this point 


Fiem's Aim 


KEEPING CLOSE CONTACT with his 
customers all through construction, Don- 
ison frequently tokes them out for an 
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a 


IN THE DONALDSON home, the dealer exploins and demonstrates the opera WHILE THE NEW customers are in the Donaldson kitchen, they get o first hand 
' + electric range. This personal experience touch on the dealer's part is demonstration of a dishwasher similar to the one which they will hove in their 
ry nd convincing to the new homeowner wn new kitchen. The dealer often uses his customers’ kitchens f der t 


th 


Electric kitchen purchasers at Turner-Donaldson, Chattanooga, 


don’t have to worry about installation progress, workmanship or 
PA p satisfactory performance. The company does it for them—on 
attitude which sells $240,000 worth of kitchens a year 








inspection raves n n IN THE NEW KITCHEN, Donaldson explains the working THE CUSTOMERS ore brought along by Mr. Donaldson for 
that he nterested in the entire home spaces and cabinet arrangement to the couple. They appre on inspection of their new appliances. He hos mode friends 
and not t n olor ciate his helping to get the best from the workmen of them and con count on them for future orders 
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DISTRIBUTORS: SALESMEN 
Cat Cath in, ta9/ 


Here's the Pasiest $100 a , 
We'll Pay cas 





listributer salesm 


an ever made! 
h on the barrelhea; 


l to the salesman x% ho 
entioned the Contest to 
And remember 
You get to enter the Contest, 
winning 


the u ning dealer say. frst m 


him. 
What could be simpler! the more dealers 


the better your chances of 


“© get busy, now and 


spread the word. 


























MAGI 








SHE MEANS A LOT 
TO EVERY DEALER 


She's very special, indeed, pag ara rep 
: lions of American shoy Ps | 
—remgpfiean lar A& P customer and a re ™ 
rtits 
so : > of WOMAN'S DAY, sold on . 
fy OP tores. And she buys other iten 
th oie refrigerators, ranges, rae 
ges ind hundreds of others 
tes ~ re A & P regularly—“right = 
sa heats 
way et from every dealer. She sie 
> nfluenced by ads on produc ts ete 
a. irries—ads by manufacturers like 
ke hier ¢ 


HEF, BENDIX, CALORIC, TAPPAN, 
( 2 


y others. 
rRic, SPEED QUEEN and man 

‘ ELECTRIC, 

GENERAL 


DECEMBER 
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Giant Contest for 
ALL DEALERS; 


WIN $900.00 


Just write a letter 


Write your letter now..... Contest closes DECEMBER 3lst 


FIRST PRIZE $500.00 HERE ARE THE SIMPLE RULES 
Write a brief factual letter telling of a specific sales experience you've had 


SECOND PRIZE $200.00 with a Woman's Day reader-customer. 
THIRD PRIZE $100 00 2. Your letter should then explain the ressons why vou think Woman's Day 


readers are excellent prospects for your appliance sales. Never mind literary 


Plus Ten $20 Prizes stvie~It's facts we wait 


. Letters should not be less than 50 words nor more than 300. 























w 


And don’t forget all the national publicity you'll get! Right 4. Include a signed statement saying, “I authorize Woman's Day to publish 
my letter in ads and booklets.” If you have photographs of you and your 


after the contest closes, winning letters will be featured store, send them along. They are not required, but we welcome them. 


in a big trade ad, published in “ELECTRICAL MER.- 5. Get your entry in the mail not later than MIDNIGHT, December 31, 1950. 
CHANDISING,” along with pictures of the winning dealer, Send it to—Appliance Editor, Woman's Day, 19 W. 44th St., New York 18, 


N. Y. All entries become the property of Woman's Day and no entries will 


his store, the winning distributor selesman and other in- he seturued 


teresting tie-ins. If you win, everyone in the whole industry 6. Winners will be announced January 30, 1951, Judges’ decisions will be 
will know you, and remember... this is a real opportunity final. In case of ties, duplicate prizes will be awarded. 
to gain recognition with manufacturers you'd like to do ENTER NOW! DON’T MISS OUT! MAIL THIS COUPON TODAY—NOW! 


business with in the future. It’s a million dollars worth of reer rerrre--— - ore ee ee ee ee HF 


Please send me free display cards with mounted advertisements of 
Magic Chef (), Bendix 1), General Electric (), Tappan (1), Calorie (, 


Speed Queen (1) for use in my store. Check ones desired. 


publicity—for free. Appliance Editor, Woman's Day 
' 19 W. 44th Street New York 18, N. Y. | 
Here is my entry in your $1000 contest for appliance dealers. 
’ 
Wom ans Day | me | 
f ADDRES 
: The National Magazine. ..with the NEIGHBORHOOD impact , : 
| ary _~ STATE | 
i | 
1 i 
{ l 
| l 
| 





+++ Get this coupon in today > 


<_ebsneranabasdueneneuiunnneasanninbninaaaa 
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SELLING 1S SUBTLE Worne Magazine of the Air program——the nature of the material requires demonstrations of the applionces used 


DEMONSTRATIONS ON THE AIR 


mera? 





A Because Hyland Electric's TV show gives Chicago fternoon program also aids 
housewives education and entertainment well tainted with the sales point 
blended with a sales story, dealers in a 40-mile For. ealer tie-in, and this in- 
HM radius are receiving hundreds of leads every week selitaiie ner pete maddie 
i in i store 
\W et M iva 
\ t ink lu oni 
: t t ’ t g iT t ma 
but ‘ home 1 ’ i on page 78 
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$3) FZ 
+= There’s still time 


to cut yourself in for hristmas 


it’s NOT TOO LATE 
to get on the Arvin band 
wagon for handsome holiday 
profits! Arvin is the fastest 
growing name in TV, and 
when you see the line, you 
see why! There’s an Arvin 
model for every individual 
need—-and every Arvin is 
priced to give you top profit 
—to give your customers top 
value! Stock Arvin TV now 
and watch your holiday sales 
zoom! But hurry! 























ARVIN MODEL 4162CM 


$ 95 TV at its unquestioned finest! 
3 A9 C t This is it! This is the set they want when they say they 
want the finest. Superb cabinet styling in imported 


Also in exquisite Blond Finish mahogany veneer with luxury appointments in finwsh- 
Model 4162CB... $369.95 »’-gold and gleaming crystal lucite! 
Other models from 16-inch no-glare rectangular picture tube! 
sa oe vba oon Rock-solid stability for exciting fringe-area reception! 
o« aan we out Gated automatic gain control combats interference! 
ides Déitead instinct Sensitivity compensation for local reception without 
warra overload! 
Straight AC circuit, 26 tubes including rectifiers! 
Exclusive Velvet Voice tone system! 
Powerful electro-dynamic speaker! 
Continuously variable tone control! 
Two-thirds doors, hinged to swing flush to sides! 
e Phono-jack and built-in antenna. 





All 1950 Arvin television receivers are designed for easy 
conversion to recewe color broadcasta transmitted under the 


VISIBLE VALUE 0 nt oso 


Phone, write, or wire for distributor's name! 
You can see the difference ! 


ARVIN INDUSTRIES, Inc., Columbus, indiana 


tormerly Noblitt-Sparks Industries, Ine 


Dynamic displays and free newspaper mats available to help 
you collect maximum profits from Arvin's national adve -tising! 
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ele Lemand: 


After You’ve Seen All Others, See the New 


Deepfreeze Appliances! 


-»- You'll Choose the Franchise With a Future - PDO 








iy! 





The Best Is Yet to Come! 


The big surprise in 1951 major appliances is the new Deepfreeze 
line! Wait and see it before you decide which appliance line 
you'll sell in 1951. It’s an impressive climax to anything 
you’ve seen or read about! 


The strikingly new Deepfreeze Appliances feature new convenience, 
new beauty, and revolutionary new features. They’re 
outstandingly different . . . they represent the advanced improve- 
ments dealers and consumers expect and get from 
this famous name manufacturer. 


In 1951—as always—Deepfreeze can be the profitable mainstay 
of your business. Get the complete appliance picture for 1951 
. see the great new Deepfreeze line. You'll sign up 
with Deepfreeze —the Franchise with a Future! 
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kidertee 
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> ee : . | ‘4 rt _—— 








EE A mR Om NS HOO RE Oh 







a2 


a2. 





Wen NB RES ALS, BOR EGS 5 
























6: The Deepfreeze trade name is farmous the world of Deepfreeze Refrigerators, Electric Ranges, and ; 
. over. It is the name of the world’s first and finest Electric Water Heaters. And for appliance dealers : 
® home freezer. It has won wide consu:mer accept- there’s high quality in Deepfreeze Advertising, ; 
¥ ance through its consistently high quality. Sales Training, and all the many selling aids made ' 
%. Deepfreeze quality extends beyond its home available to them. Dealers value the Deepfreeze : 
3 freezer, the product that brought better living to Franchise for this high quality. It guarantees profit : 


America. It is evident, too, in the superior features now in the Franchise with a Future! 


DEEPFREEZE APPLIANCE DIVISION, MOTOR PRODUCTS CORPORATION, NORTH CHICAGO, ILLINOIS 


© 1990 Deeptreere Apphance Drvision Motor Products Corpor stron 


hn Abo Buy Ihe Name... JPEDIPEEZ, 4 


TRADE-MARK 8EG. US. PAT. OFF 
HOME FREEZERS © REFRIGERATORS © ELECTRIC RANGES © ELECTRIC WATER HEATERS 









Se ae ee A | oe... . Or send coupon for all the facts! 


--for details about the greatest appliance Deeptreeze Appliance Division 

4 be Moter Products Corporation, North Chicage, Iilineis 

2 Gentlemen: I'm interested in the greatest appliance fran- 
chise for 1951! Send me P.D.Q. the complete story. 


franchise for 


Name —— 


Sheet. ee — 





Cily jone__.Hale___. 
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FIRST...you Get A PRospecT- 


Since you can’t make 
sales without customers, 
0.K. Plumbing & Heating, 
Las Vegas, Nevada, can- 
vasses old customers, 
builders and realtors to 
get new leads. Result: an 
annual volume of $200,- 





000 in appliances alone 





1 USERS of opplicr id by K. Plumbing a 19 BUILDERS and realtors are also on Appliance Sales Man 
eg out t ; L weedy Lindenmeier ud asked t prov ict » Ager Lindenmeier’s list of likely sources of prospect informa 
names of triends wt night be prospect Gan and be anlls en them vomdeily 





You purehered « Prigiaatre & anee froe ws and 
oe hope tt hee elven ror « ereat tee : atiefect 
if there te enything “rene, please call end ow «1 


peotify it temediately. 


Chwtetees te cogs ne and we heave procured throurh 


segs ee 


the Frigidaire Division of Genera) Motors seme beautiful 
W-Picee Hovel Reby Dinser Sete ehich we ofl) give free 
te ony of cur customers the give ae the nase of any person 
whe eight be interested to ang Prigidatre Appliance -- 
Serse. Irene, Civehen tne end Cobtnere, end Rove 
Preesers and shee of ere successful in selling. 
-_—_—— 

Se @) through your friends and neighbors and 
ooné os o@ list and let we get you « Bice Chrietees Dinner 


very truly yours, 


x. PLUMBING 4 HRaTING Company 











— ad 





3 DIRECT MAIL opprooc! 
® 





’ swe fore ft + “ 


4 DEVELOPED LEADS give | xt 5 PAYOFF comes in increased sales and deliveries to new customers like the lody in the previous 
. ah Ue t . picture wi ; ~ 


ow " nt < f new ¢ pe 
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Supertlome 


THE MOSTA@VROFITABLE OF HOME HEATER FRANCHISES 













* 


Sere MENA IT Hig 


we 4 


Get ser For ’ 51] 


Be SRC LOTIIC 
TH CEL ALN 
: : ls FA 


0, Wi SLPERFLAME gives you the greatest profit-making promotions 
; (fNtG for dealers in home heater history! This means volume sales, 
A the Line of Great Promotions - ; 4 hy ae Ta ; 
at easier sales, maximum profits! SUPERFLAME dealers really 
The Most Beautiful Home do a volume business on home heaters. 


SUPERFLAME gives you all-out help where it does YOU the most 


Heater Line keer Built! 
“oe good... in YOUR town. Our cooperative advertising program is 


one of the most liberal you have ever seen! 


YW W/74 SUPERFLAME gives you a truly com- 


, na plete line of Oil and Gas Home Heaters fy SUPERFLAME gives you such exclusive features as the TRIPLE- 

a ... Fifteen Oil Heater Models, Seven Yee COMBUSTION BURNER (Guaranteed 5 years!) and “FUEL- 
Gas Heater Models. Each model the Jar SAVER” that increases radiating surface 100%... actually saves 
value-leader in its field. up to ONE-THIRD on fuel costs! 


Get the facts! Write today for your free copy of “The Remarkal le Success Story of The Gift Superfan 


Promotion.” Don't delay! The Superflame franchise may be open in your trading area. 


QLCCAE sro WORKS, INC.+- ALBERT LEA, MINNESOTA 
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THAT SELL 
WASHERS 


Exclusive feature—sales clincher deluxe! 


® Instantly invertible—for true two-way washing! 


© SUBMERGED AGITATION —for fast, 
clean, gentle washing of usual, week-to- 
week family loads—linens, shirts, shorts, 
fine fabrics 


: 
| 
: 
q 
- 
' 
é 
; 
: 
' 
§ 
} 


SURFACE AGITATION — unequalled for 


> thorough, speedy, careful washing of 
blankets, bedspreads, slip-covers, drap- 
eries, overalls, scatter rugs. See for your- 


if ' self—give it the blanket lint test 


* Either way—finest washing action—gently but 


thoroughly flushes out dirt 


PLUS THESE EXCLUSIVE FEATURES 


Same FULL-VIEW WRINGER 


TRIPLE GUARANTEE _ : 





AT THE SHOW Les 


AMERICAN FURNITURE MART 
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as nothing to do but sell at Wieboldt’s Evanston 
s come in looking for a small electric mixer and Alford 
ikes best by explaining features of various models 





SUPER-MARKET technique is most apparent at check-out counter where cus 
for her purchases and an attendont wraps her 


replenishment of 
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SATISFIED that the Dormeyer portable mixer is the one she wants, Mrs. Cus- 
tomer picks up a boxed unit from storage shelves under the display counter 


just as she would toke a con of beans from ao super-market shelf. 


Help-Yourself 


STORE 


Salesmen do nothing but sell in the 


new super-market housewares opera- 


tion installed 


in the basement of 


Wieboldt’s Evanston store 


i { ¢ when appli 
a 1 
f LieTs can run a mpiete 
vice operation tor reirigerators 
nd other major appliances the 
per irkets do for food prod 
‘ 
it the industry has taken a step 


rection with the rec 
' , , 


ent open 


eli-service housewares de 
t Wieboldt’s Evanston, IIl., 
ent store 
ned after a successiul experi 


the firm's Isincoln and Belmont 
e new self-service department 
Stock 
around the perimeter bear the 
numbers as display tables, mak 
floor 


the whole basement 


stocks a 


‘le matter. The super-market motif 





check-out and 


i cen extender oO pt vide carts for 


purchases, to be wheeled 


» the check-out counters for payment 


and wrapping 


Unlike grocery stores, however, 


Wieboldt’s has plenty of salesmen 
who are freed from the time-consum 
ng mechanics of retailing by the 


wrapping services and 
in spend all of their time encouraging 
They even have to 
show customers where to look for the 
ns they want. That’s all done by a 
loudspeaker The confused 
prospect merely has to push a button 
and ask where any department is lo 
cated. A clerk gives directions through 
End 


purchases don't 





el 


system 


the same system. 
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MAJOR APPLIANCES 


Dec. 41 I 
\ b 
j \ ( 
| \ ( 
Dec. 11 ¢,-t 1 ; 
tH \ 
( Sh ’ 
t \ : 
Ss cr Sew Mact 
: 
box \ Clea 
‘ : 
Singer Va Ck 
‘ : 
Six S La '»y i 


SMALLER APPLIANCES 
AND HOUSEWARES 


Dec. 4 Schick Electra Sha 
spread 


Crt Sandwich Cit 
hou 


Wattle I 


pace, ux 
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Dee 


Dex 


Dex 


Dec 





4ia 


lila 


RADIOS, TELEVI 


ec led 


© 4 


cuatr 


18 Lane Cedar 


1 4 " 


Chests 


Ch 


HOME FURNISHINGS 


prea 


SION, 


AND INSTRUMENT 


4Cr 


My 


TV 


‘ 





Over half the people who 
next 13 weeks will 





Feature the products your customers 


Phileo TV age, color 
RCA H Ins 4 
Zé Ho k i 
Gs-t TS : 
Capitol Rex ; 4 
Dec. 11 Ca Records 12 Dec. 11 
RCA Home Instrumer i 
G-E Radio ? ace 
Dec. 18 G-E 1 ‘ Tube 
RCA Home I nent a 
Lest Pianos —! Ta 
JEWELRY, CLOCKS, 
AND WATCHES 
Dec. 4 Elgin Watches—spread, color Dee. 18 
Telechron Clocks—spread, color Dec. 25 
or tigin Amencan Compacts— pe 
Hickok Jewelry page, color 
Swank Men's Jewelry—page, color 
Swiss Federation of Watch Mfrs Dec. 4 
page, color 
Trifan Jewelry —page, colo 
Mido Watches— page 
Dettah Pearts page, colo 
Keepsake Diamond Rings 
Vy pare Dec. 11 
Omega Watches —4 page 
DECEMBER 


\ arved Diam We 
R — we and 4 pa 
Wier Watche Y Page ‘ 
Westclox Clocks—l4 page 
Krementz Jewelry — lg 
Gruen Watches-—spread, colo 
Swank Men's Jewelry *€ 
Westclox Clocks—pag 
Marvella Pearls pave 
Flex-let Expansion Bracelet 
) page, color 
Movado Watch--l4 page 
Krementz Jewelry —'4 page 


Vulcain Watches— %& page 
Krementz Jewelry 


De Beers Diamonds 


'% page 


Page, color 


SILVERWARE 


Holmes & Edwards Silverplate 


page, COIOT 
Lunt Sterling Silverware page, ¢ 
Community Silverplate— page, colo 
Reed & Barton Sterling Silverware 
'y page, color 
Holmes & Edwards Silve ite 
age, color 
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i 


CAMERA SUPPLIES AND 
OPTICAL GOOD 
Dec. 4 Kodak Popular Cameras 
page, COlOT 
Ansco Filn pare 
Graflex Cameras — page 
G-E Exposure Meter—¥) page, ¢ 


Castle Films—') page 


De Jur Amsco Cameras-—'4 page 
Dec. 11 Ampro 8 MM Cameras-—y page 
Kalart Camera Accessorics— 4 page 
Leica Cameras—% page 
Dec. 18 Kodak Picture Taking—page, c 


Grafiex Cameras-—% page 


STATIONERY REQUISITES 
Dec. 4 Hallmark Greeting Cards 
spread, color 
Parker Flaminaire—spread, color 
L. C. Smith & Corona Portable 
Typewriter—page, color 
Parker Pens—page, color 
Pres-A-Lite Lighters 








page, color 
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Sheaffer Pens—page, color 
Texcel Cellophane Tape 
page, color 
Pres-A-Lite Lighters—'4 page 
Dec. 11 Esterbrook Pens 
Eversharp Pens 


page, color 
page color 
Ronson Lighters—page, color 
Waterman Pens—page, color 
Wearever Pens—page, color 
Ritepoint Liters—%4 page 
Dec. 18 Scotch Cellophane Tape— 
spread, color 
Parker Pens—page, color 
Zippo Lighters—page, color 
Parker Pen—page 
Ronson Accessories 
Doub! Glo—14 lines 


% page 


TOYS AND LEATHER GOODS 


Dec. 4 Gilbert Toys—spread, color 
Hopalong Cassidy Toys— 
spread, color 
Prince Gardner Wallets— 


page, color 
Bradley Games— page 


1950 


come by your sfore in the 


Buxton Wallets 


Amerikan Luggage—' page 


VY page, color 


Rumpp Leather Goods— pare 
Doepke Model Tovs-—% page Dec 
Parker Games—'4 page 

Kiebers Luggage —Y page 

White Star Luggage—% page Dec 





Allen Sleds & Racers—112 lines 
Fairchild Playing Cards 4) line 
Ideal Dolls 
11 Prince Gardner Wallets 


28 lines 


page, color 
Rumpp Leather Goods--'4 page 
18 Parker Games — 4% game: 


#A study of the Accumulative Audience of LIFE, 
by Alfred Politz Research, Inc. showed that LIFE, 
in the course of 13 issues, reaches 62,600,000 people 
or 53% of all people age 10 and over, 





9 Rockefeller Plaza, New York 20, N. Y. 


First in circulation 
First in readership 
First in advertising revenue 
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eT) 

for More Christmas Sales” 
let This Display / 
Work For You FREE , 

Rival ) 





It's smart to feature 
the Deluxe Model 
Can-O-Mat at 
$4 98, the Magnet 
Model at $5.98,and 
the Can-O-Mat, Je 
at only $4.98' 





Build your displays —and your Christmas Gift business 
around the fascinating Rival Can-O-Mat display! Shoppers 
want to see how Can-O-Mats work. It shows ‘em — sells 
em! So colorful it stops 9 out of 10 passers by—yet com- 
pact, ideal for counters. And it's FREE! Just ask your 
distributor for the sturdy “D-2"" Demonstration Display. If 
F he's unable to supply you, write us at 

ue fe once giving his name and we'll ship 
if Fe. deoet prompts Why not get boa: 

“> 


. now, and sell more Can-O-Mats? 


Feature the Entire Rival Gift Line 


Rival 1CE-0-MAT* 


Means Cheistmas cheer and 
better New Years parties! Fea 
ture i nm ¥ ir gilt displays 


Rival 
SHRED-O0-MAT® 


The wondertul new kitchen 
helper homemakers all want 
that shreds, grates and slices 


Rival 
STEAM-O-MATIC* 


STEAM AND DRY IRON 

For Christmas it must be the bess—and 
that means the original, ilt-cop, Steam 
©-Matic that does more than all other 


irons clarm 


siness 
olidoy 8” 


H ts 
Your duc 
= “ay . guild th Riva! pro 
° w' *Trode Mork 


— _—_---—_—— — ~—- — - 








) RIVAL MANUFACTURING CO., KANSAS CITY, MO. | 


M 
) RIVAL MANUFACTURING COMPANY OF CANADA LTO. MONTREAL 
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A SKEPTIC who says he sees spots before his eyes finds, on closer examination 
that the numbered notations on this shirt are helpful aids to ironing 


‘One, Two, Three, Iron! 


Follow the numbers and you °— *! window displays, did bring 
. . . . . t Lic ¢ ent into the store 

can’t miss in shirt ironing, =.) \onger will anyone say, “They 

Aurora, Ill., dealer finds |*%#°! when ! sat down at the ironer” 

tor when these boys got up, they 

had demonstrated they were masters 








FOLLOWING the notations, W. E. Froom sends the shirt quickly through the ironer 
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Here’s How Crosley 





Is Handling the Excise Tax 


on Television Sets 


It’s no trade secret that present discount percentages on 


Television sets throughout the 


ithe 


industry. generally, are 


You know it we know it and so does every 


dequate 


Distributorand Dealerwhoknowsthecostofdoing business, 


And now 


unICSSs lax 


othet 


Ly 


this 


im 


the 


If Television had come into the market on its own, 
it would have been set up on an entirely different dis- 
count basis. But, because it rode into the market on 
the back of White Goods, manufacturers established 
a price and discount structure which made it difficult, 
if not impossible, for Television to pay its full share 
of operating expenses—to say nothing of paying ade- 
quate profits to the retailer. This just doesn’t make 


scrise 


with the imposition of a Federal Excise Tax 
Television sets, the problem becomes even greater 
W arranty 


business. 


and costs are handled like any 
and are retlected m the 
peheve the Dealer 


on, sav, a $300 sale 


cost of doing 


alers markup We is entitled to 


full markup whether that sale 


I 


olves a Television set, a Refrigerator or anything else 


Dealer sells. Someday ut will be that wav. 


There appear to be three diflerent ways of handling 
lax and Warranty coasts. One. ts to increase prices by 
the amount of Excise Tax and Warranty but allow no 


which has the 


correspondr 
t t mt i 
same eflect as reducing Dealer discount percentages 


Another. 


“pilus Tax and 


markup for the Dealer 


is to keep prices the same but to quote them 
Warranty’ 


ts to the same thing as cutting Dealer dis 


which, in another way, 
iso amoun 
count percentages. A third method ts to handle these 


costs im the same way as they have been handled on 


Ranges. 


and which has proved to be sound and 


Refrigerators, Radios, and other applances 
for vears 
Distributor, and 


satisiactory to the Manufacturer, 


Dealer. That is the way we've decided upon—and 


Signed 





after most careful consideration, and with the benefit 
of advice from Distributors and Dealers in all sections 


of the country, 


Accordingly, effective November 1, the suggested 
resale prices of Crosley Television sets include all 
Excise Tax and Part Replacement Warranty costs 
—and thus provide the dealer a markup on his total 
cost—maintain the usual percentag. discount, and 
eliminate the “extras” over the advertised price 
which are difficult for a Dealer to explain and which 
sometimes seare a customer off after he has made 
up his mind to buy. 


Crosley has taken this forward step because we be- 
lieve this ts no time to reduce Dealers’ margins and 
it’s high time something were done to help the Dealer 
stand his Television business on its own two feet— 
and to build solidly for the near future, when further 
credit curbs, higher taxes, and possible material allo- 


cation may tend to shrink his sales volume. 


We firmly beheve that our new pricing policy—as [ve 
is in the best interests of our Distrib- 


Dealers, the 


outlined it above 


utors, our Pelevision Industry, and the 


buying public. However, we realize that it may deviate 
from general industry practice. Lf our Distributors and 
Dealers support us by maintaining and unproving 


Crosley’s sales position during the weeks ahead, we will 


know we were right in taking this step, 


We also 


advertising the total price of our sets and not cause 


believe we will help Crosley Dealers by 


the Dealer to explain the extra charges over the ad- 


versed prices. So in our consumer advertising, we 


will emphasize the fact that the advertised prices of 


all Crosley Television sets are the total prices, with 
no “plusses” to be added except in the case of local 


taxes, and installation charges, where applicable, 


William A. Blees 


Vice President and General Sales Manager 
CROSLEY 
AVCO 


DIVISION 


MANUFACTURING CORPORATION 
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Nichrome is manufactured only by 


Driver-Harris Company 


HARRISON, NEW JERSEY 


BRANCHES: Chicago, Detroit, Cleveland, Los Angeles, Son Francisco, Seottle 
Manufactured ond sold in Conede by 
The 6. GREENING WIRE COMPANY, LTD. Homilton, Ontorio, Canede 





"TM, Reg. U. $. Pot OF 
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Dawn Radio Spot 
Reaches Farmers 


CONTINUED FROM PAGE 45 cee 


r t vir Powell 
sales re | Last year, is t ter 
nth period, he sold six carloads of 


efrigerators. During one 21 day car 
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paign, rough special sales | 
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gra Mr. Powell moved 56 re 
g inge 
\ it profitable rad 
g syst pressive in its reve 
I vell ha wrappe 
j He « 
| G wrar ove 
SPA S g, for rea 
I t at o 
‘ iat W 
4 get | 
were a 
‘ ~ 1 the 
{ te } ¢’ 
’ € and 
A we 
¢ ge i tributions 
M | y the 
» he ‘ 
t 
x al 
> ‘ 
‘ 
t 
Program Is Varied 
a\ 
' 
? 
k i 
| \ 
P 
~ 
4 . 
\ 
~ 
' 
H{ 
, 
? 4 
‘ ve 
t teri 
| ve 
ff y oo 
£ 
LH, , 
r y 
e. 
1 au 
/ 
i 
se 1 por 
i iT 7 
. . 
i ‘ A xn x Y 
i x can § ar 
+ 
i he ’ iT oO 
y the kind w 
i g here in 


~ELECTRICAL MERCHANDISING 









Yours for a white Christmas ! 


YW ss Christmas morning dawns bright and ways faithful in helpful, dependable service 










clear, fortunate indeed is the loved one who To make Aer dream come true, visit your Frigidaire 
has received one or more of these gleaming white Dealer. Ask about all the Frigidaire appliances for 
Frigidaire appliances Christmas giving, including the Frigidaire Electric 
Here are gifts, not of the moment, but lastingly beau Water Heater, Kitchen Cabinets and Sinks, and De- 
tiful remembrances that bring happiness year after humidifier, which are not shown here. Look for your 
pat not a a year —ever a joy in their grace of beauty and line, Frigidaire Dealer's name in the Yellow Pages of your 
\ aries ct ppelionet ny. never - failing in their complete convenience, and al- phone book 
- 


ate Ny 


Se PH 


New Frigidair 
Dryer! Ories « 


weother Saves be 








vgging of heavy 


Kip gl AR TIR Es Sh oe Se A SOE OE IEEE LMP 











' 
Only Automatic Washer with 
Live-Water Action! This Frigid 
aire Washer gets tlothes cleo 


at the touch of a dial 


ea rr iceirs WML A 





’ At Christmas time, or any time, this emblem on a Frigidaire 
product is your assurance of the same measure of outstanding 
convenience, economy, dependability and beauty that has 

f\ | . 


made Frigidaire America’s No. | Refrigerator 









Frigidaire Division, G | Motors Corporation, Dayton! , O. Leaside 12, Ont. 
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NEW Admiral 
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400,000 SQUARE FEET...and ready to roll! 


Here's a sky view of Admiral’s great new refrigerator plant at 
Craleaburg, Il which will soon be turn 4 it Dual Temps 


and ther fine Admiral refrigerator t the rate tens of 


t represents the ultimate in latest assembly 
ine methods, with more refrigerator Miuction per aq. ft per 
} 


minute than anywhere else in the world. Another example of 


Admiral leadership 


- 
. 


* 


met 
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HEFRIGERATOR PLANT 
@ IS THE WORLDS 
MOST MODERN! 


Galesburg giant joins big list of Admiral 
factories producing appliances and radio-TV; 


latest addition to speed output—pave way 
for major advances in design and features. 


Admiral has the demand...now comes the supply! 
Here at Galesburg—spread over acres of Illinois 
prairie —is a mighty answer to national surveys which 
already show Admiral a close 1-2-5 in refrigerator 
preference 





With this new plant added to present extensive 
refrigerator manufacturing facilities, Admiral is ready 
to part the curtains on a new era in refrigerator 
values. Thanks to the very latest in industrial tech- 


ALL EYES ON ADMIRAL! Advanced industrial techniques and 
advanced product design go hand in hand—-as dramatically por 
trayed in the new Admiral line for ‘51. It's packed with Aappy 
surprises for every Admiral dealer 


niques, in time-and-material-saving devices, Admiral 
can now accelerate its long-time policy of lowest 
cost for highest quality, newest featurvs 


All this is mighty good news for dealers, too, be 
cause it means still better products, faster deliveries, 


a sharpened competitive picture which helps to tone “OPERATION TRAINLOAD” they're calling it around Gales- 


up the entire industry. This is still the “Year of burg these days as trunk line railroads struggle with the task of 
Decision” hatter deride to join Admiral now! supplying cars and freight schedules for the huge output of the 

new Admiral refrigerator plant. New plant will be one of the 
ADMIRAL CORPORATION, 3600 CORTLAND, CHICAGO largest shippers between Chicago and the Coast 
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Of LuxE 
MODEL 143-4 
(1) epee contre 
Get of aftact. 
mrmle avaitatie 


fCOnOmyY 
MODEL 125 


Dawn Radio Spot Reaches Farmers 
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oth Carolina No matter how much Powell, and himself, who comprise the 
u praised or claimed for the trans nside or floor selling staff. He has no 
| he tar r ll w ldn't 
4 “A t x t " ing 5 
" alty PY I 
Leona igerators t ut he neentrates 
i wiix I i and pe | ‘ v A ippliances re 
ie ‘ It is a hime i erators, ranges and washers—and 
ard erchandise well esta emi ys alesmen who have had 
" tionally advertised yast experience in selling these ite: 

the ftarrne uys nowa He ys them a three percent commis 
H nt fooling with unknowr on and a salary, and confines then 
He re magazines, set to the area vere by the radio 

v ts his neighb lis wra 
! tra frequently I elling area covers a territory 
t keeps up with what x ately 25 in radius. Det 
H te sect " t assigned to the 
. t c € € iy | iy are tree to 
inv where reach of Farmer 
Wher ve tell ver the die (;sray's voice.” That's all the latitude 


ring this Santa Claus trade arcs . slesme te reiterat t they need, Mr. Powe!l believes, and he 





into your store for 


VACUUM CLEANERS! 


Of LuxE 
MODEL 600 
(2 peed contret) 
Fatt tet of 
attachments 
lncwwded 


It's easy, because hundreds 
of shoppers right in your 







own trading area* have 
read about Cadillac's fast, 
thorough cleaning .. . are 
ready now to buy Cadillac 
cleaners for themselves and 
for gift giving. 
= Cash in on this built-up 
consumer acceptance. Feature 
Cadillac cylinder and 
ctor upright models prominently 


MODEL }0! 


(eimele speed 
het of attaeh 
ments inetuded 


in your window and floor 
displays. Demonstrate ‘em 







and you'll sell "em— 


quickly and profitably. 


Cadillac line—today 


Présee te rest 
OTe Peres 


CADILLAC 


Sm LEANERS 


*Ask for circulation 
breakdown showing 
coverage of Cadillac 
national advertising 


in your community 
HY 


“‘yAcuuM 
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Cadillac * 


. ,«+ You make more 
Re profit per unit selling 


the “dirt-hungry” four. Write 


a : for complete information about the 


CLEMENTS MFG. CO. 


Dept. A, 6666 5. Narragansett Ave., Chicago 38, itt 


Sold only by reliable dealers and distributors. 


that our retrigerato ranges or wash ivs it is not often that a prospect 
ers Ww do such and such, he knows turns up who hasn't heard the pro 
that is exactly what the manufacturer gram or the Powell message it brings 
1 about it in their own na Such heavy depender on one radio 

rtising, that we aren't just yram to build up a firms sales vol 

up, and that it must be so e may be unorthodox and unusual, 

turers couldn't he r yut t works It works bec ause Mr 

‘ t year alter vea Besicte t ‘owell is protected his advertising 
he fact at ) erating with the 

farmer vho buy name rogram to keep it “alive”, by backing 

, erabl g ules claims with top line mer 
dweller iandise, and by keeping his salesmen 

NI | vell ha } it ] y Il ng up the openings whic! 
vdadit to Law nake End 


WATCH THIS PUBLICATION NEXT MONTH FOR A STARTLING OFFER 
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PROFIT LI 


NEW 20-QT. MODEL 129 HAS THE EXCLUSIVE BUILT-IN TIME CLOCK! 
Here is the most beautiful roaster-oven on the market today—a masterpiece 
of designing with removable grey porcelain enameled well, simulated gold 
panel, and trimmed in grey, white and chrome. First among its most-wanted 
features is the famous builtin time clock, exclusive with Nesco, that makes 
cooking completely automatic! Then there's the exclusive insulated stainless 
steel cover and thick all-around insulation that cuts current costs and keeps 
the kitchen cool. Retained also are the dial-type browning vent, the cover- 
opening knob, and the accurate thermostat with signal light. List price $79.95, 


In th 


cove 





Oo NEW 18-OQT. MO 


features that only higher priced Nesco models have 








YOUR NEW UPEOR' 
) 


The complete new line of 








NESCO 


Roaster-Ovens 


MELLO 


hast A// 
y 


S 
+ 





NEW 18-QT. MODEL 136 HAS THE EXCLUSIVE 


“GUIDE DIAL" 


xe medium price field this one's tops! The only roaster-oven with the 


famous temperature ‘Guide Dial” and “See Thru” window in a stainless steel 


r. Also has the convenient “Push Button” Cover Release and many other 


features. Colors are blended grey, white, simulated gold and polished stain- 


less steel. List price only $59.95. 


DEL 135 HAS HINGED COVER WITH “PUSH BUTTON” RELEASE 


A truly sensational value at its low price, this smart new 145 offers quality and 


Among them are new 


hinged cover with “Push Button” release, accurate thermostat with signal light, 


and new color sc 


heme ‘similar to model 146. List price only $49.95 


New 6-qt. Oval Roasters and Casseroles, too! And a complete line of accessories! 


WATCH SELL 
270 


FOR PROGRESS! FOR PROFITS! WISCON 








NESCO NESCO Gite CN Es CO-) 
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Sales Offices: Merchandise 

Mort, Chicege + 200 Fifth 

Avenue, New York - Cand- 

ler Buliding, Atlente - Am- 

besseder Building, &. Lovis 

Western Merchandise Mart, 
Sen Frencisco 
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Conege fedie & Appliance Co., 7416 Cottege Grove Ave., Chicago 


He uses super market 
strategy to sell ob 


fe | ppl a neces retailing. With a partner, he opened a furniture 


store on Chicago's south side. The venture 
didn't click, however, and closed its doors in 
19 


With only two full-time employes, During the war, he made plans for a post- 


war appliance store of his own while he sold in- 


Jesse Gruder does $150,000 sisanets ti: 3908, be epnand pied sinina the 


x " doors away from his present location at 7416 
a year in appliances Caninigs Grave Ave 


Jesse believes that there's profit to be found 
in every experience. As he says There's no 
harm in UTD pitie from one business to another 
for a while if it helps you get what you want 


YOUR IDEA OF sUCcCErSs is a forty-hour week monwealth Edison Company, selling appliances 


i plush office ove rlhowoking the sales floor and battery radios ino ve of the ¢ hicago utility ~ un the end 


“Whenmy furniture business folded, | learned 
tenvy the achievements of Jesse | retail outlets. His enthusiasm soon earned him 


vaner of Cottage Radio & Applianc: » joke om mamaner of a hesmls lecsted be ae what too much overhead can do to profits. 


496 Cottage Grove A in Chicas partment store Selling insurance helped me learn how to sell 
0 i ray \‘ cago ' ste 


But when you realize that almost single Another promotion followed. As company re when money is scares 


handed he does an annual volume of $150 000 hef manager. he managed every bdison store in 
u bewin to understand that hard work us the (Chicago at one time or another. In L928. the Super market strategy 


nis to bis brand of mur bodise (eer ectrn \pplia ce Clo fore 


2 " « i “ore eas on ) stor 
“ back as sali ' , nal ; runner of oinnint offered lease ; job as a l picke | | ! id i ! he w to build re 


ony enee tesslbers traflic while | was in the appliance department 


of a department store. But the idea that I con- 
: . sider most important to my present set up 
His first hard knocks 

came not from my own experience bat from 
selling idea | ‘ like smooth sailing ahead said observation 


The story of bis ac ipl net is ent ‘ ‘ j her the depres ion. Before The last ten ve ims have seen i big sWing to 


monial to the wm pron barra | ‘ . WS il wohl for a pob ls t cone selling super markets u the grocery business, l got to 


md sound advertising ethod the retail ) su ‘ d manag. d weather the depres thinking that maybe the super market idea 
pliance treld sho etty good shape could sell appliances 
In 1923. Jesse started as for the (x $y 1938. Jesse was anxious to get back into “Of course, you can't sell appliances by the 
ddves 2 
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basketful week after week to the same people. 
But | adopted the super market idea of making 
the most sales with the fewest employes.” 

aware that a lack of salesmen will 
But he 


enough in the way of displays, TV sets in oper- 


Jesse is 


lose some customers reasons, “| have 


ation. and so on. to hold the interest of most 


prospects until [| can take care of them. Sup- 


Pose the store 


there are three prospects i 


Maybe ! sel] 


two of them and the third gets 


away. An extra salesman may have sold the 
third one, but the profit might be cancelled out 
by the cost of the salesman’s salary 


Jesse's full-time staff consists of 


one ¢ lerk, 


one service man and himself 


Volume increases 1200% 


In 1945, the store's first vear in business. sales 


In five 


has grown to $150,000 per year 


amounted to $12,000 vears, the count 


will tell vou. “I don't try to sell to people who 


Hlow does Jesse do it? “To begin with 
arent interested. If a prospect wants an item, 
she can be sold. If she’s not interested in the 
first place, all the discounts and deals you can 
offer won't make much difference 

The trick 


is to find out what a prospect 
Then concentrate on selling her that one 
item. It saves her time and ours. and we close a 
higher percentage 

\ small store's success depends on good 
neightorhood relations. One big advantage we 
have 


of our location to the people living in our area 


make 


over the competition is the convenience 


Consequently, we try in every way to 


our customers permanent customers 
In spite of what you hear about price, most 

I I 
prefer a dealer who can reliable 


people 


service year after year. So we stress quality and 


give 
performance, and we often find that price be 
COTES 


: secondary consideration 


backbone of the 


This neighborhood is the 


business, but increased volume is only possible 
through an expanding trading area. This is 
especially true when you're selling durable 


rooxds for which the replacement interval is 


often more than ten years 


That's where advertising comes in. It at 


tracts new customers and helps to broaden my 
iddition, advertising is my 


trading area. In 


only contact with customers during the inter 


val between pe rsonal contacts 


Tries to drop advertising 


“Results can be hard to measure in a business 
like this because people aren't inclined to rush 


And 


business was going so well in the early months 


into the purchase of a major appliance 
of 1949 that | thought I'd quit advertising for a 
while to see if it made auy difference 

| was amazed at how sales dropped off! It 


was a costly experiment, but it left no doubt in 
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“Find ovt what they need ond concentrate on selling one tem,” soys Jesse Gruder 


my mind about the value of advertising.” 

Advertising for Cottage Radio & Appliance 
appears in local newspapers, and in the Metro 
politan Neighborhood pages of the Chicago 
Tribune ander the Tribune's Selective Area 
advertising plan 

Selective Area ads are placed in the Tribune 
by manufacturers and distributors of most of 
\ few of these are 


DuMont 


the lines sold in Jesse's store 


Hotpoint. International Harvester 
and basy 

For as little as one per cent of regalar card 
rates, Jesse can have his store name featured 
as the dealer in his area for the advertised mer- 


chandise 


Ads meet his requirements 


‘The qualities | want in my advertising are 
regularity 
sell 


high attention value, and plenty of 
These 


all three. vet they cost as low as $30 of 


said Jesse Selective Area ads 
have 
my own money for a full page 

“They're retail-store-type ads featuring 
strong retail appeals that help boost my sales 
the year around. In the first six months of 
this year l participated in ‘1 Selective Area 
ads, most of them full page size 

‘By placing reprints of the ads bi my win 
dows. | take advantage of another tested super 
market idea that gets an extra measure of value 


from the advertising 


Chicago 


“I'm sure that my present volume never 
would have been possible without the aid of 
Selective Area campaigns. Per dollar spent, 


they are the best advertising we do.” 
* * a 


VANUFACTURERS: You make your best bid 
for dealer support when you give your dealers ad 
vertising which proves ils effectiveness right in 
their own stores 

With the Selective Area advertising plan, you 
give your dealer relail-slore-lype copy over his 
own name in Chicago's number one hardlines 
medium, reaching the prospects best able to trade 
with him. This is the kind of advertising he under- 
stands and prefers. Yel the entire program is 
factory-controlled and agency-placed 

Dealers, distributors and manufacturers already 
have evidenced their enthusiasm for the plan by 
investing in it more than $1,250,000 in the ap- 
pliance field alone. Far more than half of the appli- 
ance dealers in Chicago and suburbs have made 
Selective Area advertising a part of their programs. 

The plan can secure more active dealer support 
for your product and help you build the consumer 
franchise you want in the multi-billion dollar 
Chicago markel 

isk your Chicago Tribune representative for 
complete information aboul Selective Area adver- 


lisung. 


Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago Tribune Representatives: 


Chicage New York Detroit 

AW. Dreiee bP Strabsecker WE. Bates 

1335 Trituse Tower 220 E. 42nd Mt Peootecot Hidg 
MEMBER, FIRST 


( Adwertssement ) 


19506 





Sen Francisco Los Angeles 
Fitzpatrich A Cheaberti: Fitzpatrick & Chamberlin, 
155 Montgomery S« 1127 Wikehare Bivd 


3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC 
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for home and office 


No cl drafts 
No stale odors 


NO MOSSY FMECES ooo sac™ came 


No troublesome 


heating coils 


EVERYONE IS A PROSPECT - 


Dry air is harmful to health, 


HUMIDIFIERS 





furniture, rugs and paintings. 


Walton Humidifiers supply 


the moisture required for better 
health and protection of home 


furnishings. Sell Walton 
Humidifiers for use in 
homes, offices, stores and 
other commercial 
establishments. 


Walton is the only 
complete humidifier line 
on the market. There's 

ao size and type for every 
customer from beautiful 
Pottery or Bronze Table 
Models to the luxurious 
Duplex Cabinet grained in 
rich walnut finish. Walton 
retail prices range from 
$45.00 to $265.00. 


THE ONLY HUMIDIFIER 
RECOGNIZED BY THE 
AMERICAN MEDICAL 


ASSOCIATION 
Pee 
ints) 
= 


ma™ 


—e 


Nationally Advertised 
in Leading Magazines 


Merchandising Aids 
Available 
Newspaper mots. stuffers 


dealer helps. cotologs, etc 


Mel hendy coupons. row 


for complete details 
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PORTABLE BRONZE HK 


Also available in table mode 





WALTON LABORATORIES, INC. 


lewingten 11, New Jersey 


Please rush details on the Walton Franchise. 


NAME 
FiaM, 
Sreeer 
city 











STATE 


sHBOY 


t¥ 





Kitchen Customers Need Attention 
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\ simple “Good Morning” to 
pe a prospect packs all the sales 
Reet iba wallop of a full page ad in the 
evening newspaper. 


. oO 
bor ’ 





Service Is Paramount 


xtended t We 





no ete eee eek Misad at bez 
— SAEs 6 such as this one leave n Joubt in the prospective buyer 


st just where he moy get thot dream «itcher Turner-Donaldson has 


ever * these witdoor ods in North Chottanco 90 
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Du Pont announces a NEW finish for refrigerator interiors 


FAMOUS 


“DULUX” 


on the outside 


“DULUX” 


on the inside 














More than 20,000,000 refrigerators have gone in- 
to homes all over the world with a washable, mar-re- 
sistant DULUX Enamel exterior finish! Can there be 
any more convincing proof of DULUX sales appeal? Is 
there any wonder dealers everywhere point to the 
DULUX seal to establish quality fast in the minds ++» NEW DULUX Food Compartment Enamel — 
of difficult prospects? identified by a special new seal of its own—is on the 


refrigerator’s interior! 
Now you can put just twice the impact into your sales B 


talk . . . when pre-tested DULUX Enamel—identified DULUX Food Compartment Enamel is an amazing 
by the DULUX Enamel seal—is on the refrigertor’s development of Du Pont research that has thoroughly 
exterior AND proved itself in exhaustive laboratory tests and in thou 


sands of refrigerators now in home use. Be sure your 
manufacturer supplies DULUX-finished refrigerators 


10 CLOSE YO some os os x = a aanigtort yr oe when 
gehts UR De you buy you can't feature then n you 
Use TH 


“DULUX” IS AMERICA’S LEADING 
HOME-APPLIANCE FINISH 








DULUX Refrigerator Finishes 
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GOOD SELLING MAKES GOOD CUSTOMERS 


- . 
ea oe 
at _ 
, 
/ | + 
« seevice 
* 
r = 
i 4 Fon . We 
+ fa L ay 
‘ > 
{ STOP! THAT'S IT! SET IT UP RIGHT THERE’ 
Demos on the Air 
CONTINUED FROM PAGE 56 commen 
t r a demonstration of this appi 
\ " we will be glad to hear from 





you.” There is no high-pressuring, n 











' banging on doors with the announce- 
ment, “I’m from XYZ Appliance Co 
and I understand you wanna waffle 

S e e baker, and I got ’em right with me, 
ly, y so sign here.” 
Iwo features are coordinated in 
the central theme, cooking and appl 
Oo hal e a ances, with the merchandise being 
integrated into the sequences. So that 
the editor” may really get into 
: the swing of the show he is given spec 
. sheets and educated from the consume 
' You stand to harves' a whole crop of sales standpoint, even at times going out to 
' when you sell Mrs. Homeowner the range sell and answer questions actually 
e * usked by consu t 
: that best suits her family’s needs : oi : ae 
: Ed Roberts, ra and TV 1 
| Her growing satisfaction with that range lity, and R Crowley, registered 
gives you a sales advantage in the : : ? : 
lesignate i itor 
competition for her future spending grams. G $ 
; And added values, such as Fiberglas* 1 : 
g " 
lr ulation, will kee] he r wou custome? P ‘ a) 
ss ' ' 
{ rd for anything from a traffic appliance : guest ', WwW 














at Christma to a complet kitchen 


) bs or laundry. Owens-Corning Fiberglas liday part ight wit : 
Lari r) ‘ , , 
C ( orp., Department 104-L. Toledo 1, Ohio ' ) 








ky B FE ae LAS A SWELL FEATURE TO HAVE... 


A SWELL FEATURE TO Saii! 





APPLIANCE INSULATION *FIBERGLAS is the trode-mork (Reg U.S Pat. Of) of 
Owens-Corming Fibergies Corperction fer products 
mode of or with gloss Shers 





| “St, GET'S WEAVIER THAN A STONE, BUT THE 


k IBERGLAS IS IN YOUR LIFE...FOR GOOD! ja aM 
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For fast sales 


When you want positive, quick action, consult a specialist. 


Hamilton is the specialist in automatic clothes dryers. 


When you sign the Hamilton Franchise you get the leader 
in the clothes dryer field... you get the original and only 
complete line of automatic clothes dryers! AND-— you 
needn't take on “tag-along” appliances to get this best 
seller. 


Ask your Distributor today about the franchise 


that gives you the specialist in automatic clothes dryers! 


The Orjginal 
Automatic 
Clothes Dryer 
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Automat 





ACTION... 








TRE INDUSTRY'S GREATEST AD PROGRAM... 
DRAWS tlamilton. PROSPECTS TO YOUR STORE! 























Hamilton is the specialist in automatic clothes dryer advertising, too! 
Its “Badge of A Drudge” campaign appearing in the nation’s leading 
magazines is creating a sensation, 63,000,000 sales messages pre-sell 
your prospects. Tying in with these great ads is a complete supply 
of selling helps, sales training, and sales promotion materials. 


Hamilton ...MAKER OF AMERICA’S 
GREATEST NEW HOME APPLIANCE... 
GIVES YOU: 





9 The Greatest Nome in the automatic clothes dryer business! 


2 The Only Complete Line of automatic clothes dryers—four different 
Hamilton models! 


3 Best Quolity of construction and performance! 

& More Years of experience and craftsmanship! 

5 Most Service-Free Appliance you can sell! 

6 Hardest Selling Promotions, such as the “Badge of A Drudge” campaign! 


in Canada the Hamilton Dryer is known as Coffield-Hamilton Automatic 
Clothes Dryer, and is distributed by Coffield Washer Co., Hamilton, Ontario. 





SGQ0 the fr tchise 


Write, wire seg Senerits f 


see yeur Mem)  deteiis. Or 









TRADE MAGQH RE “ 
, 
? 


¢ CLOTHES DRYER 


S$ and ELECTRIC MODELS 
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“IS RAPIDLY BECOMING ONE | 





GREAT, MEM 


CHASSIS OF ALLTIME! 














. 
4 
Pee NEw Capehart CX-33 sold means another satisfied customer for a 


pehart dealer, another good word” added to the word-of-mouth advertis 


ing spreading everywhere tor ¢ apehart and its dealers 


The CX 44 chassis represents a turning point in the history of t levision 


This new super-powered, 2}-tube chassis ts truly revolut onary! Ie provides 
ncomparable long-distance reception —extends the operating range of the 
(rar niter—opens up new markets for you. Gives meerterence-tree operation 
reased sensitivity on all ) channels, and positive con 

trol of all functions. Sound is automatically synchronized 





with prcture. Aad the chassis is completely simplified for 
easy serv ne 


No other television line can give you a better opportu 


nity to make more money in less time, with less service 
T le overhead! The CX.44 will long be remembered 
us the “pacemaker” by the entre televisson industry! 





1 When in CHICAGO 
bn see the 
mn CAPEHART DISPLAY 


y: at the Merchandise Mart 
Sree, fe Room 1118 + Dec. 15, 1950 














The CAPEHART “New Englander.” Big |6-inch 

tangula be for “full-scale” picture. Capehare 
Syemphor 1 Syerem synchronized with lear 
PP s. Distinctive French Provincial styling 


ab t f cherry with metlow fr twood famh 





The CAPEHART ‘“Spinet 


tangular right 

re. Capet S t Tone 5 
Attra frst : at 
vene Combines best fea s of 
model and coms nCOF porates 
shelf 





: aut fa OO cate tm, 


\\ eso CAPEHART-FARNSWORTH CORPORATION, Fort Wayne 1, Indiana 


An Associate of international Telephone and Telegraph Corporation 
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Tirso Satine i A\ppliance-Radio-TV Output to Be Cut 





“ it lay ‘ cad in 51 
ty aw materials, 
4 es possi ple 
‘ gula X and W 
taxes were among the 
\ the industry 
g 1 ve 

‘ ea its end 

i t this to 
Vashingt and to manu 


yuntry 


The Government View 


(From the McGraw-Hill Washington News 
Bureau 











xusting imminent govern 
i t ne to bite deep 
production and sales of 
ele ul a an and radio-tele 
‘ arring 4 rT 
Na \ ’ c ts it Ww ll be 
. t st stri 
2 t able future 
‘ | 1 tw 
) t i l esent and 
rack se of ¢ 
i r scarce 
ke r befor 
\ ere is little 
f , ne credit 
; \ wr restr 
t ng Regula 
‘ nelud 
. ar 
at t defense 
Two-Way Stretch s the re 
teg Zz ex 
) ‘ 
' get 
. i at 
t ! ta y i ] 
t r a i wit 
ea r f ¢ , Rut 
‘ st 5 iv I 
] t avert flat 
ance radio-TV 
ta ‘ hit for 
‘ n the use of 
aterials an look 
f e government's efforts 
£ f production succeed 
t 1 find it lificult + 
the face 
redit 


Cutback Pattern. Meta! cutbacks 
. t t follow the 


¢ . 1 Production Author 
etr go the 
in acros 
‘ tr isers— 
ma , . e ' 
‘ c vrent af 
‘ ring the 
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15-30% in '51; Tougher Controls Seen 


Although some controls may be eased 
within two years, credit regulations 
and new taxes are here for duration 





the in 


inum order, 


k was dry the 
NPA was busy on 


on 


similar curbs on the uses of copper 


a 





1 nickel. It- looked as if tin, zinc, 
gnesium and, perhaps, some plas- 
" supply, might be next 
the list. The percentages of cut 
ks loubtedly would vary for 
erent items, but the base period 
he six months ending last June 30 
! abl would be the same 
A mnvinced this is best since 
e-dates Korea but still includes 
t f peak use of most metals 
t metals will be completely 
ve rom non-military use, 
igh NPA sn't ertain just 
W he it comes, this ban 
abl “ be patterned after 
\ M which forbade the 
) mbium steels for any 
icts wit a DO rating 
Steel, a et unafiecte by any 
t irta ent gradually 
t gs ter and shorter as 
re growing demand of 
f lefer ‘ “ h have 
' xt er, it 18 ex 
te that e | percent ofr 
e of resent steel roductior 
* eg gy int priority orders 
Tougher Credit. The squeeze on 








appliances from the consumer credit 
side also had not vet exerted any 
discernible impact. But it was just 
as ominous. For example, the offi 
ial Washington talk on Regula 
tions W and X was that any change 
Id make them tougher 

Als important to appl ance deal 
‘ was Regulation X, especially in 
ts original form. Federal Reserve 
Boa.d est ates indicated the re- 
strictions on financing would cut 
back starts of new houses from the 
1250 000 f this vear to 800,000- 

R50. 000 next vear tut 

ar Ww wld t 

A) OOK 

ling the excises. als 
r ‘ t depress demand al! 
ave ancelled out some of the Ad 
tration’s plans for upping all 
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substantially. But eventually, 
must rise to meet mobilization 
And there is no chance they 
reduced in the interim 


taxes 
they 
costs 


will be 


The Manufacturers’ View 


for the rest of 
year, and then .. .? 

Chat was the picture in the appli- 
[V industry last month 
as manufacturers did their best to 
peak production while 
awaiting the curtailment orders 
which might cut next year's output 
anywhere from 15 to 30 percent 


Full speed ahead 


ance-radio 


maintain 


Still uncertain about the severity 
of the curtailment orders, individ- 
ual manufacturers were unwilling to 


lazard specific about the 


guesses 


impact of such cutbacks 


Even without official curtailment 
orders manufacturers were begin 
ning to feel the pinch of materials 
shortages in the final months of 
1950. Several firms reported that 
they were still at peak production 
but others complasned of shortages 
A large range and refrigerator pro 





ducer, for example, cut back produc 

percent in October due 
ortage of Admiral 
admitted that it “had 
effect of government 
siphoning off of material for 
time.” But RCA Victor warned that 
full short 


ages Ww 


tior yy 20 
to the ~ steel 
Corp been 
feeling the 
some 
impact of materials 
i not be felt until mid 


‘ 
uid 


the 


December 
Among those 
make a guess about 
predicts ran like this 
General Electric. Vice-president 
Hardage L. Andrews in No- 
vember predicted that production of 


firms willing to 


next year, the 


predictions 


early 


the pany's appliance and mer 
chandise department would be cut 
yack between 20 and 30 percent 


next vear 


Westinghouse. The company's 
electr ippliance division said that 
anticipated production in 1951 would 
be 20 t 5 percent less than in 
1950, with “the possibility of pro 

Z ewhat more depending 





upon our ability to make the best 
of what we get 

Admiral. The Chicago firm 
warned that trying to theorwe about 
1951 is “impossible” but said it 
‘would be logical to assume that 


production will be off 25 to 30 per- 
cent if not more.” 

Landers, Frary & Clark. The firm 
reported “earnest research” in at- 
tempts to develop suitable substitute 
materials for short metals but said 
that current shortages plus restric- 
tive orders might result in “a reduc 
tion of appliance output of from 15 
to 20 percent in 1951 


FRANK A. MUTH 


Frank Muth Appointed 
Assistant Chicago Editor 


Newest member of the Evecrricat 
MeacHanpisinc editorial staff is 


Frank A. Muth, named assistant Chi 
cago editor on September 1. Mr 
Muth, a Navy veteran of World War 


Il and a graduate of the University of 
Missouri, will write feature articles 
nd news of the appliance-radio-TV 
ndustry under the direction of Chi 
igo Editor Tom F. Blackburn. 

A skilled photographer, Mr. Muth 
taught photo-engraving at the Uni 
versity of Missouri after receiving 
beth Bachelor of Journalism and 
Bachelor of Arts in Political Science 
degrees there. His experience includes 
positions as reporter and photographer 


with several newspapers, including the 


St. Lowis Post-Dispatch, St. Lowis 
Globe, Kansas City Star, King City 
(Mo.) Tri-County News, St. Joseph 


Missourian 


Gazette and the Columbia 
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runs famous vacu 


+ +Through Their 90 Stores, Featuring 
The Sensational New 


EUREKA ‘*::; AUTOMATIC 


"3-in-1" WONDER CLEANER 
WITH POWER-DRIVEN FLOUR POLISHER 
October 16th to November 30th 


In Atlanta, Macon, Columbus, Augusta, Athens and Rome—Georgia Power 

Company's big fall vacuum cleaner promotion on the sensational new 

Eureka Automatic “3-in-1'"" Wonder Cleaner was announced with spec- 
tacular 100-inch ads in local newspapers. 


THEN IT HAPPENED—just as it has everywhere these action-getting 
ads have run—CUSTOMER RESPONSE WAS IMMEDIATE—with a 
deluge of prospects phoning at once requesting a free home 





demonstration. 







AGGRESSIVE RETAIL DEALERS who want a new and effective 
merchandising plan involving sure-fire promotion advertising 
that “hits with a bang” and gets results within 24 hours, will 
find the answer to their vacuum cleaner problems in Eureka 








cleaners and this sensational promotion program. 










THIS BIG FALL PROMOTION by the Georgia Power Com- 
pany, through their 90 retail stores, is typical of the assist- 






ance Eureka gives to aggressive dealers. Eureka is 









proving that vacuum cleaners can be sold in volume 







at big profit by aggressive retailers using this power- 
ful promotion-advertising program. 





THE THREE GREAT NEW EUREKAS 


A Complete 
Cleaner Department 


Three New Eureka Cleaners, that's ol! you need 
end you're in business! Leow cost  oventory—heot 
merchandise —quick sales — big profits 










NEW MODEL 
“ 600 ” 
TANK 


Papetar Priced, 
pewerty! aff steet 
and excuttent vet 
of cleaning tools 

















NEW MODEL "700" 
AIROMATIC TANK 
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Eureka 
iy 


THE EUREKA WASTE-FOOD DISPOS-O-MATIC, 
with exclusive hammer-mill grinding ection, is 
now available to retailers of Eureka Cleaners. With 
the growing demand for this new appliance, sales 
to home owners and home builders whe are in- 
cluding dispesers os standerd equipment, offer 
dealers @ tremendous opportunity fer new profits. 


DISPOS-O-MATIC 


WIRE 
for full information 


Si? Qe OF ef S/O 


Eureka Williams Corporation - Bloomington, Illinois 
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TV Woes: Color and Credit 
Complicated by New Taxes 


Retailers await impact of new tax 
as color problem moves into court; 
ready first adapters, converters 


ryt til lustry, appar t e settling wn to some 
| y bruised fros t gw of a legal battle. Meanwhile, 
« and tiahte t ght ad been carried to t! 

arene uck for nsumer by the individual manu 
ast t l time it was tacturet at y local distributors 

‘ ~ excise tax | deal I Radio-Television 
vember 1 Ma scturers Asst had also 

g-rang ct of the new € to action with a million 

P us hard t re dollar fund to “educate the pubi 





' 





t was o hiding the on the question 
t it had already mspired a he FCC decision was followed 
veek ! yuyIng mnmediately y a rash of announcements by rela 
Nove er 1 deadline tively small firms announcing their 
October's sale activity (due to tentio, to produce adapters or 
approaching tax served to rters or both. Tele-Tone was 
omewhat the effect of the e first large manufacturer to fol 
val af CBS r and issuance low this line of action, taking full 
new Regulat W terms. In page ads (supported by CBS full 
areca at least, the anticipa T* ids) to announce development 
f these two blows had proved of a package converter which the 
ab more seriou fir called “tele color”. The unit 
" t reality These localities, was described in two styles—as a 
generally speaking, lie out- nsolette base for table model sets 
the larger etropoiitan area ind as a table nodel converter to 
i tly were t beginning t t set n top of present console 





- “Klixon Protectors Save Hours and crome the color and credit hands» nounced development of a “olo 























} ° 9? The Tax ent 
ower Service Costs to Customers vent into ef 
: was levied | Aga t t whi 
; ‘ . ‘ 
: tt mart actu : i : r that 
| Says Oil Burner Service Manager ine. ee. pestpone Color TV 
oe Mike ~ Sprains os pone r 
BALTIMORE, MD.: Mr. Ralph Iglehart, Service Manager of 1w customers in early Nov The first round in the color TV 
H . ele sens than , ttle went to the set makers last 
; General Automatic Products Corp., gives Klixon Protectors 3 egy - month as a Federal court in Chi 
: ee 44 = 19 ssued a temporary restrair 
! lit f r se » | 11 : ae wats eee gettagery 
: due creat for saving service hours and lower costs. ‘ , ea ng order suspending the FFC 
tiger oa brown ah rder authorizing CBS to begin 
‘We service oil-burning equipment of many different makes in cae ad deta ant Giianaedien mmer rf operations on 
mber 20 
our 18,000 service accounts and when we get a service call . Me na 
from a customer who has a Klixon-protected motor, we know ge 4 lead 
that no major motor repair will be involved. Our records expected a October's spre 
h actur ' ! iva ‘ ‘ 
show that Klixon motor protection means lower service costs , te ga ‘ 
it . 9 ; ; 
to Our customers and saves us many hours during rush periods : , \ = 
4 iis ‘ £ i 
which occur in cold weather.” fect es 1 t » ane labor t t has its ow: ture tube 
veve 1 < t wit t her t » Se . , 5 
t ‘ x 2 | | 4 , 
o is 1 se | ite iter i 
Klixon Protectors Prevent Moior Tra rcles we lecided ebienettis olin hea 
Burnouts in Electrical Appliances g run it might prove to be + Be Bohn ga or st 
x > thar the exci : P : Ry o m that 
The Klixon Protectors illustrated are built into the . w have lone been levic ts of their and would 
noror by the motor manufacturer. They keep motors refrie ator ur other apt ‘ " . te. Severa 
in such equipment as retrigerators, oil S le that it might nies : , tit ont 
burners, washing machines, etc., work : favorab ; t n set availability . 
ing by preveoting the motors from burning : { . tt but nite amond catted ol 
out. Reduce motor service calls and re t that the esnt have } , ' Ra | 1 " 
pairs by requesting equipment that has i. : i rig t soon ' t ¢ ry ra wi ¢ 
motors with Alixoo Protectors at f gy a x e tax iw , g 









SPENCER THERMOSTAT | ileggpean Tc oP 0 pay Re 





al t lor de 
Division of Metals & Controls Corp desma P . ® enate ne — 
2512 POREST ST.. ATTLEBORO, MASS. And Color. 1 lor troversy tail s ’ rious sections of the 
i Federal s last mont! Nat 1 Anpl 
! alt g manufacturers con- Rad V wicture ‘fc ‘ 
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Smart TV Dealers are So, 





(2 eo eT 
~ 
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PROOF IS IN RESULTS! Nation-wide TV 
Advertising Delivers Thousands of Sales—Every Week! 


Over 50 key TV stations demonstrate Alliance Tenna-Rotor to 
7 million viewers! Tenna-Rotor is the only TV accessory backed 
by a powerful, sustained television campaign — national in 
scope! Hundreds of thousands of Alliance Tenna-Rotors are in use! 


Alliance Tenna-Rotor offers faster installation with Alliance 
4-conductor “Zip” cable— Works in all weather— Guaranteed 
for one year—Approved by Underwriters’ Laboratories. 


NEW DELUXE MODEL HIR IS FULLY AUTOMATIC! 





WINNING COMBINATION! 
Just Set It and Forget It! 


The only fully avtomotic 
rotator. Set the pointer — 
antenna turns to thet poi 
ond stops ! North — Eost — 
South — West — direction 
indicator dial shows enact 
entenna position at all 
times. Extremely accurate! 





ALLIANCE TENNA-SCOPE 


—the New TV Booster '!Fea- 
tures one simple control, 
Automatic on-off switch. 
Gives mosimum uniform 





eacolient componion 
item to Tenne Rotor. 


TENMA -SCOPE 
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ALLIANCE MANUFACTURING COMPANY -« Alliance, Ohio 
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"Christmas Gift’ 
IRONER 


Here's the home appliance that feu 
women have — that all women want 
because they can eliminate io drudger 
of hand ironing and sit down u pile 
working 





DISPLAY AN ARMSTRONG 
With Your Gift Wares 


Husbands and children will buy it for mother. Mother will use 
her Christmas money to get one. It's a real beauty, finished in 
gleaming chrome and white enamel. Portable — can be carried 
to any room in the house where ironing can be done. 


SPECIFICATIONS 


PRICED SO 
21” wide roll. Motor entirely enclosed. Thermo 
ANYONE CAN static heat control, A red light indicates when 


current is on. Elbow control heaves both hands 


AFFORD iT! free to guide clothes. Non-slip rubber guard 


AC current. Weight— 40 pounds 


GAS HEATER With Concealed Valve 


lcs a real safety feature. Makes it im 
possible to turn on gas by brushing 
against valve, which is behind small 
side door, A.G.A. approved. The air 
shutter is dessened to resist dust clo 
sure tendemies. Comes in two-tone 
brown porcelain enamel, chrome 
dress guard and reflector. 19” high, 
19° wide, 11” deep, 25,000 BT 
Shipping wt. %5 Ibs. Retails around 


$245.95 


Ne. 925-R for Natural and Mtg. Gas 
No. 925-RB for LPG. Gas 





ORDER FROM YOUR JOBBER 


or Write ter Literature on our complete time of Electric 





end Gor Heaters, Portable treoners and Lown Sprinklers 


DEPEND ON IT! 


IT'S THE BEST 
» OF ITS KIND 


! 
Ps 


Industry Production Sets 
New Nine Month Records 


Refrigerator, TV and freezer 
production already well ahead 
of their best previous years 


At 4 c ra J w  epte er 
wrodu n, whi had bee racit 5,002 units r 
along at a breakneck ace ga 000 ahead Augu 

e kept st wit tac a e\ I ith that 

gh Septe ver to prods i ad passe the alt 
f mi nth statist way l Sept er figur 
additional evi hat 1 ) 64 ead the sar 
4 ree i-break w ve ast ar and t 
lust ! 79 units was alm 
elev ind r t 1 of 1949 

expe ! id alrea reeze ; | d ba 

a new re But th yea > t after tw be ing 
149 ad plet npar \ t The Septen 
aded f re reaki ta 843 units as 14,000 
were and ly b wa 
t € Id at er than any ot 
Ww 1m t i al ‘ It was sO gt 
00, OOK mits better thar enough to send the nine month t 
1948 c gt r 1948 figure et 
the treezer industry, where nine tember production was more tha 
mon totals were 21,000 ahead of louble that for the same month las 
the record vear of 1948 ar and the onth total wa 
the range industry, with nine 2 recent bett un 1949 

nth totals approaching 1948's Range Records. Range fu 
eleven month figures tion limbed ipward iwair 

Refrigerator Boom. Production September ming withir > OM 

f chold refrigerators moved Continued on page 8&8 
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Here's the extza line you'll need in ‘5I 























Electric Ranges} 
are 


extza value in construction 
eatza good in features 
extra special in price 











A Short, 
Balanced Line 


There are three Preway elec- 
tric ranges — @ Compact 
apartment ronge; o full-size 
range with clustered burners, 
ond the deluxe model, here 
Wustrated with divided top. 


@ The more you know about Preway electric ranges, the 
more you'll recognize that here is the most promotable line 
in the industry. It's the old success story of giving your 
customers what they want — more for their money. 

Preway does it in quality construction, in cooking and 
baking performance, in utilitarian styling that appeals to 
the hearts and minds of women. And back of these foctual, 
demonstrable values is a responsive bargain price — for 
Preway is the lowest-cost electric range in the industry. 

That's why the Preway story is your story, too, — to 
promote, to build your sales in a year when deliveries will be 
lean, to help you keep your sales curve going the way you 
want it to in 1951. Preway is America’s fastest-growing line 
of major appliances, made by a multi-million dollar com- 
pany. Phone, wire or write today for complete information. 








o =e 
——_ ne =, 
You'll be amazed to discover the Cy “— —— 
many ways in which the Preway ; 
lines of home appliances fit into 
your business. For example, Pre- 
way gas ranges are packed with 


values women want and you need 
to keep your volume running 
smoothly. 
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INDUSTRY PRODUCTION 


oommemeelON TINUED FROM PAGE 86 ——_——__ 

















> ie . 
establisiied June I é 
September total was 67.89 percent 
ahead yf last year amd it c 
month figure was 7 ercent ahead 
ft 1949 Last year the ind: 
passed the 100,000 mark only or 
This year it has beat that figur 

o— ~~ every month since Februa 
Water heater productior 
tember reached 80,30 mits, the 
highest } ] higguure tor ea 
und the se nd hig eat ; rdue 
try'’s histor It was t nth 
nse th th that the lustry 
rf 1c¢ er oO eater 4 
ark not reached at a 1949 
Nine mont totals st 1 at 586,908 
units, far ahead of comparable 
figures last year but slightly behind 
the - th figures { 47 ¢ 
industr ecord yea 
Laundry Demand. and 
for home laut y « t 
tinued he r te ~ 
pr t f es for wa 
er " ‘ Wa t 
red t 424.043 ‘ 
secon i ark in the ! try s 
histo 1 e best a eved so tar 
this ve The nine tota f 
0031 t was fa " ad f 
last i hig es but ab ¢ 4 noo 
ec} parable figure 1948 
the lustry's all-time i 
I pr ction S 
. ‘ aimost eve wit t 
August shipping 1,30 ts to 
41,400. It remained the s 1 best 
n I t the year and was a rst 
50 f t better than Sept f 
l t ear The nine mont total f 
81,000 units were 30 pe: 
1949 but 130.000 bel 1947 
t stry's best previous year 
Drye itput fell 
Septem be dropping 

August t 31.399 

190 ercent rhe { oO 





| ahea 


were 215,144 units 


Vacuum cleaner production fell 
14,000 units September but the 
monthly output of 327,524 units was 
3] percent etter than last ear 
The nir th total of 2,643,901! 


figures for the industry 


... the ONL 
in the industry is by far the °°)"'se".-"3% 


etter than August and almost 500,- 





Biggest Permanent Profit Maker oe 





set makers turr 


ling 
ne radios, 356,388 





aut radios and 129,070 P rtables 
p month totals were 5,682,239 
home radios, 2,972,373 auto radios 
and | portables 





N. H. Boynton, Veteran 
G-E Executive, Dies 


Napoleon H. Boynton, a 40-year 
veterar wit! General Electric's 
lamp department in engineering, ad- 


sales capacities, died 
at the age of 64. His 
association with G-E began in 
and ended last year when he 


THE DE © FAIRFIELD, IOWA iri ison sive antes 
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Briefs 


New Plant 


N ator < last tr 
e } a w TV ola 
~ $ v € 
r > w excyse t : 
, , ' 
€ 4 will @ “ 
. 5 € 4 “4 t sal facil 
‘ 


Seek Distributors I ationa School Awards. RCA Victor has 
Machine ( I awarded 45-rpm phonographs and 





4 scw >. rat ¢c> ia se ic ted albums ot rec wds to 50 
a program to frat “ ing schools in the national 
$ appl audio-visual aids contest conducted 

t key arket areas re tly by the National ducatior 


Asst 


ber sued 10 More Advertising. Nearly half of 


retailers for violation of the television dealers contacted in a 

I ade agreement Columbia recent survey in Chicago, Detroit 
began fair and Cleveland plan to increase their 

8 advertising next year [he survey 


john Meck Industries 


Radio Laboratories Di 


was run by 


- adh faa 


Larger Tubes Only. Starrett Tel rect mail will be increased the most 
‘ { has ¢ ated produ followed by newspaper space and 
lels “ ubes 4 
18 i s and will a 
=) and 19-inch models 
Movie Promotion. Wilcox-Gay 
Corp, has prepared a complete pro 
ay motion kit to assist retailers in capi 
one . talizing on the motion picture “Kiss 
TV Allocation West s¢ has . . 4 
, Tomorrow Goodbye in which a 
t tting > 
: - VA x-Gay Recordette is used in a 
any empl 
ninute scene 
sf t eve 


) t “ allocated a 


Lamps Available. Deluxe warmtone 
1 deluxe ool white fluorescent 


a ‘ ; manufactured by Sylvania WCE 
Flectri Products, Inc are now 
Larger Quarters tacn vailabl " standard wattages 
. FI raft I and izes and im Slimline § sizes 
A mt as the Phe were originally introduced in 
ee ceaaes | Fog 
4 € at ata 


Higher Price Dulane, In h: 


. as 
price of its Fryryte deep 
Price Rise Sperti Faraday, I: er tror $24.95 to $26.95 ae GS: Er 
the pr f is rtable t first price rise tn the two-year | 
niimued on next page) Line 
with 


Shar 


toatures. 





TV Transmitter for College 





| 





JANUARY MARKET. in terms of your 


business—Haag 


CHICAGO quality eliminates 
ROOM 14-103 service calls—serv- 


ice expense — 


MERCHANDISE means more profit 


POSING DURING FORMAL presentation of a complete television transmitter for you. 


‘ , P r College, Ft. Wayne, ore these executives of the college MART 


t-Farnsworth ¢ fonor f the transmitter From left to 


~oOrp 





. f ITC, Fred Wilson, Copehort president, J. C 
Fe f Capehart, ITC president A. T. Keene, Philo T. Farnsworth and 


. OF ~ &£ 
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OE a tes Oi, ot Mae a 


Next time you have one of these 
looking around” ladies to deal with, 


ease a few questions to her. 





a, 


just 


yst LOOKING ? 


Ask her: “Do you know about 


INCONEL SHEATHED HEATING UNITS?” 


). © 


<= 


can't rust. Yet how can she know all 


that if you don't tell her? 


Tell her, too, how Inconel Sheathed 


i Ask her, for example, why she's buy Heating Units are practically self- 
; ; ing a range cleaning because of the way they burn 
: Te cook on, of course off spilled foods 
Yes, to cook on! And there's your All this is an old story to you? Of 
: opening. Fill her full of facts about course it is—you've been selling ranges 
Inconel* Sheathed Heating Units a long time Bur send dame’ “ges, a aaa 
, : . new — it’s informative — it helps them 
( : Now wait, we know you know that make up their minds. That's why we 
; Inconel is an alloy mostly Nickel and keep suggesting that you always “Let 
: chromium. But does she? INCONEL help you sell!” 
$ You know that Inconel Sheathed > a 
J 


Heating, Units last and last. You know 
they wever scale. 


crack. But 


never warp never 


does she? tweite 


You know Inconel resists corrosion 
caused by spilled foods, boiled-over 
You 


fruit juices and spattered fats 


know Inconel is strong and tough and 


THE INTERNATIONAL NICKEL COMPANY, INC. 


67 Wall Street, New York 5, N.Y. 
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T he interesting story of NICKE! 
from ancient discovery to mod 
ern day use, ts told in our 60 
page, illustrated booklet, “The 
Romance of Nickel.” Write for 
your free copy. Address FE. B 
Bitrer, Consumer Products Di 
tron 


HELP YOU SELL 
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T9SO—ELECTRICAL 


NEWS BRIEFS 


ome CONTINUED FROM PAGE 89 eee 


Price Rise. Th 


¢ price of the Dorby 

infra-red broiler has been raised 
m $19.95 to $21.95. West of the 

Rockies the new price is $23.95 


a 
Winter Campaign. Six national 
magazines are being used by the 
electri is¢ wares livision of 





mn Industries, Inc. for a fall 
and winter advertising campaign 
ads are being run; 


I wenty-one they 


will reach a combined circulation of 


6 500.000 


new series of TV 
5 


ials is being run over 





east to coast by 
\»)., Manulacturers 
a-Rotors” The newest 
ts revolve around the retail tel 
S eale $ store 
e 
Win Award. An award offered by 
t mociety f Motion Picture and 
Art Directors for “advanced concept 
lesign and beauty of design in 
ne major appliance field” has been 
awarded to Landers, Frary & Clark 
for its Select-A-Rang: 
® 





Va I ‘ i 
o 
Postpone Tests Ze } Ra 
‘ t I t é iggair post- 
ed t { cag test of Ph 
‘ irting t 5 
i ! the € 
* g te } al 
¢ tures , o4 test pr 
0 


Southern 


Ad Plans. American & 
" of Wagoner 








inges has a 
ed plans for a 1951 adve sing 
: Lig \ will use space in 
ia es a d bus 5 

i ( peratiy lealer adv 

* SS iva a 
e 
Mobile Showrooms. Dearborn Stove 
{ is currently using a fleet of five 
| lay-d nstration iches to 
N " Dea lucts in 
e 

Win Mail Prize. Inland Mfg. Di- 

vision of General Motors Corp. w 
€ be $s. t industr ’ award in t e 
appliance field in a competi- 
lucted recently by the Di- 
t Ma Advertising Assn In 
land’s campaig was aimed at 
erchandising the national adver 

sing on the mpany § ice trays 


MERCHANDISING 


ELECTRICAL 


H™: the selling theme that sets the pace in 


appliance merchandising for the Christmas 
season .. . yes, millions of prospective buyers will 
see it featured through Philco national adver- 
tising—in magazines, over television and radio, 
in the newspapers and on billboards. Plan now 


to tie-in with Philco’s great nation-wide campaign, 


¢ RAGCLGO 
C RANGES * HOME 
MERCHANDISING 


DECEMBER 1950 


PHONOGRAPHS * 
rRESZERS « 


Use it to highlight your store displays. Make it 
the dominant theme in your Christmas adver- 


tising. This holiday season, more than ever 


before, the first choice of shoppers everywhere , 


will be an appliance for the home, a new radio- 
phonograph, a television set . . . yes, a gift for the 
whole family .. . “‘and Best of All, a PHILCO”’! 


RADIOS * 
AIR 


PAGE 


REFRIGERATORS 
CONDITIONERS 


91 





ee ten neene 





eR a AN TN A NOUNS Le Mere eC ecm 


2c OS ET 


wh 
ctatt at He 


to sell 


Complete Kitchens! 


a 


extolite* tops on display in your p 
ean a elling job alre ady well on it 

ke this colortul, attractive surfacing 
timate them to think how { 


he made more beautiful and attractive 


mt | the entire k hen 

"> ll on sight. Your job i mily 
wu I het ulvat i how the 

t tri ildin ! h ‘ 


that 1 about G.I lextolite tops 


vou sell more appliance write 


7 
4, Chemical Department, Gen 


npany, Pittsheld, Massac! 


* 


Lo“ 
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Survey Shows Women Prefer 
General Electric Plastics Tops 


in @ recent national survey conducted 
at the request of General Electric Com- 
pony, 41% of 1,051 women personally 
interviewed said that of three well- 
knowr mokes mentioned they would 
prefer to use G-E plastics surfacing in 
their kitchens. The nearest other manu- 
facturer was mentioned by only 19%. 
This outstanding preference for G-E 
plastics tops, more than two to one, can 
mean easier sales for you! 








Scheduled Meetings 


CHICAGO JANUARY MARKETS 
Merchandise and Furniture Marts 
January 8-19 


NAT'L APPLIANCE & RADIO 
DEALERS ASSN. 
Annual Meeting 
Stevens Hotel, Chicago 
January 14-17 


HOUSEWARES SHOW 
National Housewores Mfrs. Assa. 
Novy Pier, Chicago 
Janvery 18-25 


10TH INT'L HEATING & 
VENTILATING EXPOSITION 
American Society of Heoting & Ven- 
tilating Engineers 
Commercial Museum, Philadelphia 
January 22-26 


SOUTHWESTERN REFRIGERA- 
TION-AIR CONDITIONING 


EXPOSITION 
State Fair Grounds, Dolles 
January 26-28 


LOS ANGELES FURNITURE 
MARKET 


Furniture Mort, Los Angeles 
January 29-February 2 














Families with Children Spend 
More on Appliances, Video 
Families with children both spend 
more, and plan to spend more in 
the future, for refrigerators, wash 


ing machines and television sets 
than do families without childrer 
That's the conclusion of a special 
tabulation for ‘arents’ Magazine 
from the 1950 Survey of Consumer 
Finances nducted for the Federal 
Reserve System Board of Gover 
ne 
Families wi ildren spend 72 
€ r retrigerators than 
hildless families and plan on spend 
ing 58 percent more on this appli 
ance. They spend 200 percent more 
n washers and 115 percent more on 
television sets The planned dollar 
expenditure for TY s SU percent 


Cleaner In Action 





AN ORDINARY HOUSEHOLD vocuum 
eaner plays a role in Korean fighting 
»gt. Richard J. Nierletti uses it to 
clear ckpit of F-8C Presence of 
just or dirt in cockpit of plone dur- 
t is disconcerting to the 


DECEMBER, 1950—ELECTRICAL MERCHANDISING 





ELECTRICAL MERCHANDISING—DECEMBER, 1950 









weigh VALUE? 





Put the popular priced Model 130A 
Blackstone washer on the valve 
d.ales and, point by point, compare 
it with any competitive washer in 
the same price class. 





















© “HYDRACTOR’” WASHING 
ACTION 
le , © LOVELL SAFETY WRINGER 
© BIG, 10-lb. CAPACITY TUB 
: © PRECISION-BUILT MECHANISM 


lifetime lubricated 


| | © WELDED “MONO-STEEL” ; 
| CHASSIS 


FUSED WHITE “SUPERNAMEL” 
FINISH on Bonderized Metal 















BLACKSTONE CORPORATION 
JAMESTOWN, N. Y. 


America’s Oldest Washer Manufacturer 














Te 
SEE THE 1951 BLACKSTONE EXHIBIT 
SPACE 544A--AMERICAN FURNITURE MART 
CHICAGO WINTER MARKET 
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competitive values 
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INFORMED a 
| OIL APPLIANCE ‘s 


SALESMEN é 
Increase Volume —¢°@™™"— ” we 
and Turnover! 


Do your salesmen know that the of (urs ' pa 
Vaporizing Oil Heater, combined iy wed (Wp) 
with A-P Automatic Comfort Con \ 
trol, w= the m f nomical, m f 
j 


modern way to heat a small home 


When you tell your men that a 





, I : 
< ap | 
: pace Heater with this yeu AT 
Control plus this A-P Comfort 
Ten mn readers of 
. . } mavaeat 
Contr lop ¢ Ther ta See , os es will 
an it 
ind Transformer . , " 
. ’ DON'T 
will give every small home owner pe 
‘ se the 
renter the che pest heat and hanne heaters, 
. . I t 
the 1 mnfort, the | sell the ’ 
iM 
‘ verybya if 7 ¢ ' 1 « tt VP ‘ ! 
\.1 AL TOMATIC 
tically It ca reate COMPORT CONTROI 
vd cater profits to 5 An 


you can ell che A-P Automat 


Write « oy your heater 
C omtort Control to present ~ distribu. 
/ these bonners, 


ers of Chl Heaters made since 





4 equipped with A-P Con 


AUTOMATIC PRODUCTS COMPANY 


2400 North Thiet econd Street, Milwavkee 45, Wiscensin 


DEPENDASLE 
OIL 


STANDARD EQUIPMENT ON VAPORIZING OL BURNING HEATERS 
FURNACES, FLOOR FURNACES, WATER HEATERS 
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Foundation To Name ee ee eee 


i ma © x 
Dealer of the Year red fr he Bra s Foun 
atior 7 West S New 
Y 
mpetiion 
begun in 1949. Ir 
urles B. Dulean, Sr 


ig neral manager 


W ashingtor 





s tle. The 1950 award 
H. Ca rt president 
xas, > Antonio 
haw resent : activity during 1950 
\ 1, 1951—Brand 
i ‘ 
‘ 
pie t 
ands 
lucts » 
I eac i} 
ertificates of Secret Treasure 
\ acu leaner re itly set 
pe » { the ; 
, tp ta full-fledged treasure hunt in 
re i re ypes of brand : . y 
; "lig ae White Plains Y 
| ngle institutional 
A W orkmer aning a 14-room 
al! manufacture { : 
» late Agnes 
: tior " ~ rts ‘anit pate gee 
‘ ! erti , x ¥ i ; aity ine¢atr dG 
aqy : u . 
AM ache whe 4 vacuum 
at t € “ > 
, ane ¢ lifted a piece of bed 
the floor and 
, eal awed floor boards 
" 
“ tea canisters con 
A " , 
it ng tive t y had been 
— 1a idet 
‘ ‘ at 
* t records indicate that 
i Of i 
lar «t om re ish should be in the 
tia « re may t m 
¢ for the award. Cl administrator has 
’ . av at ws 
elir entry form sted 24-hour guards to prevent 
ry t orms 
ary 10, 1951. A judging com undering All of the arpets 
will se finalists in eact and furnishings are t be re 
none nae : . trelie : wed in the search 
x y ) inary 














WATCH THIS PUBLICATION NEXT MONTH FOR: A STARTLING OFFER 
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Giood Advice For ood Healers 


MPN ies Roem ae: 
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BUILT FOR BETTER SERVICE 


Xofolto lon are) a i: 


JET PUMP LINE! 








ALL EVES ore on the cook, Oswald MacCarthy, eastern manager for Proctor 
Electric Co., as he demonstrates the firm's new ‘‘Presurmat’’ automatic electric 
pressure cooker. Sitting in on the preview are ‘from left to right) Joseph Tiers 





RAPIDAYTON’S new Jet Pumps are designed and 
built for trouble-free performance and long serv 


ice life. All models have one basic design and can sales manager for distributor sales, Mory Riedel, director of women’s activities 
he yon mee for shallow or deep well service sim | for Proctor, Elliott Walter, vice-president and merchandising manager, R. H 
tly and easily. A wide range of sizes provides the Macy & Co., MacCarthy, and Fred Vreeland, buyer for Macy's 


right model for every type of installation Send 
the coupon below for details 


Proctor to Market erit acceptance by the Council a 

































la must provide physical evi 
New Pressure Cooker lence of energy from 2800 to 3200 
‘ angstrom n wavelengths at an 
; VERTICAL JET PUMPS pre: Ele Co. this et es rem ” adequate songiady wae 
ga arket test a nplete ly wr use yy laymen ihe tw t t 
i atic pressure ker ing distance specihed in the 
The new unit, called the “Presur- 1um requirements is t short 
: at tually ines three appli- lor us the nursery, the ( mel 
: ance ne: a 1400-watt electric adde 
- e, a 60-minute electric timer and The Council also points out that 
| ' r-quart pressure saucepan there is no warrant for the clai 
e new unit is completely auto that ultraviolet rays will insure nor 
: at and can be set for cooking at mal tooth structure or that ultra 
: ) or 15 pounds pressure. It auto- viok ays will preve dental ca 
: atically exhausts the air within the Direct exposure of the skin to ultra 
3 »ker, times the cooking operation violet rays from the sun ! 
rom the time the desired pressure artificial s ‘ results in t 
; : reached, turns the timer dial each mation f vitamin D witl t 
A 0 se ids. es the ut of rganisn but the Cot | : t 
: ‘ electricity into the electric unit to r gnize *tatements or imy t 
j : maintain proper pressure and auto that vitamin D has all the benef al 
: matically vents itself when cooking effects of exposure to 
. has been completed See New Adverti claims f 
Products, page 105) ntaining statements th 
: | The new pressure cooker will be to ultrav on 
: rt 1 at $39.95. Proctor plat improves the tone of tissues of the 
: market the appliance thor ody as a whole, stimulates metab 
: before beginning national di olism, acts as a tonic, increases met 
¢ tion. Merchandising tests are tal act tends to prevent Ids 
; uled for a large rewional merchan are t acecptable 
| lising utility, a department store 
; in a key buying area, a non-mer : P 
Py.) tAiel, eet | rr a — ne ye 089 he + ber 
‘ — mas local retailers and in a medium-sized 
sista» boc | ty with a wide merchandising 2 
| Gent whiel race key depart- Industries For Every . 
ment store and retail dealers The . ; 
firm believes that the new unit will ommunity 
require a demonstration at the retail Appliance dealer J. M y 
level. The unpany hopes to begin f Springfield, M as 
national distribution s n after the than appliance ’ 5 ind the 
Boat the ve lays 
; sus elieves that 





THE DAYTON PUMP & MFG. COMPANY AMA Releases Standards |". een 
Dept t™ $00 Webster $¢. Dayton. Oh 


) - : For Sunlamp Approval speach oys 


Please « ‘ ‘ < ‘a es ‘ cw 


~~ 
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Model 16C 
oer ae + ge genuine mahogon 
pains a, 6" rectangular black che. 
e! casters. 
Big as Lif 
m4 J seven do Life! Customers 
size, lifelike prc Ram ry as urea 












enact HeLa 


Froops of reports from dealers 
everywhere point up history-making 
demand for new G-E Black-Daylite TV. 
Public confidence in its great name, 
plus big-as-life, true-to-life pictures» 
magnificent cabinetry and top values, 
have pushed sales to an all-time high. 
“That’s for me” respond prospects 
when you demonstrate G-E Automatic 
Sound, advanced G-E rectangular black 
tubes, powerful G-E built-in antennas! 
You can't afford to miss this Profit- 
Parade. Call your G-E TV distributor 


or write General Electric Company 
Receiver Division, Syrac#s® New’ York. 




























Mod 

~s ag 16TS. 16" rectangular 
ck tube. Genuine mahog 

veneered table model aig 















Model 16C10 
3. Handsome m 
perma console. 16" saeanantna 
7 . Also available in beautiful bi : 
eneers, Model 16C104. 7 

















Y, 
C4 C CHCE 
f aN free your confilence tn 


GENERAL ELECTRIC 


ELEC — 
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Torchy and Friend 


MOVIE STAR Guy Kibbee supports 
Torchy, mascot of Olympic Radio & 
Television, iInc., as the youngster 
draws stubs for award of prizes dur- 
ing opening of new Vim store in New 
York 





Farm Conference Names 
Rummell as Chairman 


L. L. Rummell, dean of the Col 
lege Agriculture, Ohio State Un 
versity, was elected chairman of the 
National Farm Electrification Con 
ference during the group's annual! 

Louis in October. He 


meeting in St 4 
. : succeeds Paul D. Sanders, editor ot 
Southern Planter 


nee 


z= ——— 
The Conference drew 180 dele 
sates from 28 states and Canada 


hh 


Dealers everywhere are finding... fe ce tay meee wae deve 
QMonctubeo are “loaded” with Range-Selling advantages! 


There's no question about it! Ranges equipped with QMonetisbes sell faster. » ‘. Easily demonstrated, “Swivel- 


action” permits the cooking coil to be raised, to stay up, by itself. - As a result, cleaning is simple, fast. In fact 


this is the most easily cleaned unit made! Quick, uniform, cooking heat is another QMonotibe advantage. 


E> This flat, rugged coil provides up to 32.8% more contact with cooking utensils. Dealers say, “the 


GMonoiibe is the richest, sturdiest looking unit we've seen.” Over 50 manufacturers say," @Monolube this year for the first tim | 


untr 


) 
; 
: 
: 
: 
: 
: 
| 
} 


is one of the best sales features we have on our ranges.” eat top> nan a Russell 
rig le ecretary, and Karl H 
business manager ot 
Housewives quic kly appreciate the many advan- manufacturers equip their ranges with TK Mono- the Farm, tre rer 
tages of 1K Monowube cooking units. Dealers find tubes—the units that stand alone in a// ways. é the program included 
that all they have to do is lift the coil to demon- THIS MONOPACK MERCHANDISING PACKAGE WILL PUT YOU ; : ~ "7 , + tt - oars ‘ 
strate the simple, easy, work-saving features of INTO A PROFITABLE REPLACEMENT-UNIT BUSINESS QUICKLY! ‘Set edited 1 iV "| c, 7 ie 


Monotubes and they practically have a range sale Everything needed to set up range service de- R. R. McBeth, 


“buttoned-up”. Women quickly visualize hours partments for profitable replacement business 


saved in the kitchen, promptly sell themselves on is in this handy package! 
your range. These are only a few of the many Ask your distributor for ~- 
} 
J 


— 


reasons why today most merchandising-minded details. Or, write us direct. re 
i LC) ‘ 
a 





CMonotubeo Welp Sell Electric Ranges 


—RER r 


TH ELECTRIC HEATING PRODUCTS STAND ALONE IN ALL WAYS! Florida Chain Remodels 


Air Conditions Stores 


TUTTLE & KIFT, INC. 


1823 N MONITOR AVE. CHICAGO 39 ILLINOIS @ A SUBSIDIARY OF FERRO ENAMEL CORPORAT 
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We'll Pull ‘Em Out of the Hat in 1951! 


/ 


j/ 


/ 
/ 



















THEY'RE ALL SET, ready to make clock history for Sessions dealers 
in 1951! 
Look for the most intriguing novelty alarm ever designed, and 
other thrilling conventional alarms . . 
My Look for new kitchen wall models, with new visibility and style 
features to boost sales... 
‘ P ~. Look for new living room models, including a new low-priced, 
ae ™ : high-styled Westminster Chimes clock that’s a honey! 
eal All models, of course, will have the reliable, ultra-quiet, long lasting 
—— GY Sessions movements, and all will be nationally advertised. Watch 
for them .. . feature them . . . for all have been especially designed to 
bring A Happy and Profitable New Year to You, in 1951! 
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mus sessions cock comma’ PRON a ara 


TO Ally: MAE IN 


in Chicege 
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Merchandise Mart Ploze 
oe 
in San Frenct 
Western Merchondise Mort 
in Canede 


northern Electric Cow UG 


The 







Montrecl, P. a. 
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“Well. th 


i, 


Le al, acta 


is sleighs me 










“Thought sure Id have 
enough this year but | 
just can't seem to fill 
all the orders for those 


te es ie 


ee 


There, there, Saint Nick, ol’ boy, 
don’t get any Hari-Kari ideas just 
because you can’t get enough Domin- 
ion appliances - There’s a reason! 
They are better than ever - the de- 
mand is greater than ever. They 
rank with the best --yet sell for less! 

That combination keeps our pro- 
duction lines humming but still not 
fast enough to fill that fancy sky- 
sled of yours. But keep a stiff upper 
lip--because one of these times we’re 
going to have enough to meet the 
steadily increasing demand! 


Dominion 
APPLIANCES 
FAMILY FAVORITES 


A full line of table appliances--distributed through 
reputable distributors across the nation 
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Automatic Washers Lead 
List of Wanted — 
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1. THE WASHLINE is Your Marker eee 
50,000,000 Women Strong... (or rather, weak) 





What a market for dryers! 50,000,000 women looking for a way 
out of their moet dreaded washday job — hanging the wash on 
the line. Now's the time to get in on the ground floor with one 
of the best known names in the home laundry field — Lovell. 
Now's the time to become a dryer sales expert by learning 


Lovell’s “sales line” on ite drying unit. 


Lovell developed and introduced a drying unit more than 
10 years ago. Today, Lovell makes drying units for APEX, 
BAK TON, CONLON, DEXTER, HAAG, HORTON, THOR 


and other famous names. 


Yes, hang your future on America’s washline and Lovell’s 


“sales line” and it'll be secure —for sure! 


Hang your future 
on these two lines! 


™~ Qoer RSS. ae a ee eh eae | a ~ Fa <i 


2. THE SALES LINE for the Lovell Drying 


Unit is Your Key to the Market 








@ Ends the most back-breaking washday job! 


@ Gives sweeter, fluffier, more sanitary wash than 
sun drying! (Tests prove it.) 
@ Only the Lovell drying unit gives you all this: 


Fully automatic...no time clock necessary. 
Automatic temperature shut-off...cuts heat waste. 


Vacuum svstem of air flow. Minimizes lint accumulation 


within unit. 
Preheating of air. Speeds drying, reduces operating «ost. 
Air-cooled cabinet. Parts are accessible for simple maintenance, 
Lint trap with safety by-pass. Prevents clogging if user 

fails to empty lint trap 


No condensation inside dryer. No trickling water to rust parts, 


ave tucrse DRYING UNITS 


America’s newest Household Blessing 









LOVELL MANUFACTURING COMPANY «+ ERIE, PA. 


Also makers of famous Loveil Pressure Cleansing W ringers 
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ABC-O-Matic Automatic Washer 
Altorter Bros. Co., Peoria, Ili 
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FLORENCE Ranges 


Florence Stove Co., Gardner, Mass 


4, 164 +, 144, 113, 114 i] 
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1 oker whit 
nal surface unit; centralized con 
automa oven roomy war» 
r partment; large storage space; 
snium 
Standard 134, has optional top light 
‘ \ r A-18; Duplex 
t gri- sp surtace 
entralized controls; tamily size 
1in fimsh; flus 
Ww 4 4 
Special 144, opt 4 ght equ 
it mS acces and 
( well budget er é 
l-giant s ta mit 
’ re : la x Ss rag ‘ ! 
art t amu him LECTRICOVER Blanket 
¢ \ 1 ‘ - 
poems: Gs aa ae Lectricovers inc., 330 Fifth Ave., 
_ . a ata! Tite: , New York 1, N.Y 
. cant . - “s8 evice: Lectricover automatic blanket 
at tr tanium porce Seller feature Selt-adjusting con 
ain fit rol box mtains off-and-on switcl 
Spa Save 114 mila per ind main thern at which automat 
rimance and quality to 11 1 add cally maintains warmth  selectec 
t { deep-we budget « r ar git t nto control box glows 
appliance outlet whet irrent is 0 washable blanket 
Space-Saver 115, same as 114, ex tains 25% wool, S0% rayon, 25° 
pt »~well cooker is replaced wit! tton in ¢ olo rose, blue, cedar, 
lant size surtace unit 1, light gree and hunter green 


trical Merchandising nsumes 170 watts when turned on 


perates on a , 110-120 volts 
full size, 72x84 
Price: $27.50 
f trial Merchandising. De 1950 





NESCO Roaster-Ovens 


Nesco Inc., 270 N. 12th St., 
Milwaukee |, Wis 
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. < a The Swartzrbough Mig. Co., Toledo, O 
4 ‘ a ‘ able 
" le in va Fverhot Ray ector mult 
re er ' ter 
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" n ing beature Biult to provide wide 
‘ rou nsuia alg ie radiant ca ' 1 lating ; 
. ve eight ! adjustable mounted 
accurate thermostat n cher e-plated stand; satety switch 
: ig ri irrent ft any rTcawmt 
18 rd t va at tippe 
that fies te rice: $14.95 
atur ectia | ittonm cov 
. ' tral Merchandisw Dee. 1950 
Ase et 1 Ww NV 1 stainiess 
eel a irate thern tat wit 
ginal light; removable gray porcelain 
ele cooking wel nstulate: 
and =bott gre white and 
No. 135, 18 at. model has hinged 
; ¥ or cue tor 
! , . ittor 
clease accurate thermostat with sig 
" t r gre vorcelai 
f * ¥ 1! ’ re 
pare | Reh er Rt G-E Tonk Cleoner 
white ated goid and aiuminun 
styled by Raymond General Electric Co., Bridgeport 2, Conn 
ewy Mod No AVT-811 tank-type 
rice N 129, $79.95: No. 1¥ ' im cleaner 
ecQ Qc. * 2s ¢ S : 
. ) J l ¢49 9 in Features Equipped wit! 
Electrical Merchandising, Dec. 1950 throw-away” bag which eliminates 
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handling collected dirt; switch can be 
turned on-and-off with a touch of 
toe; streamlined; light gray tank 
boy ; chrome trim; attachments match 
light gray of cleaner and inclade a 
7 ft. flexible hose, 2 extension tubes; 
dusting brush, upholstery nozzle; swiv- 
eled floor and wall brush; rug tool 
with adjustable brush; crevice tool; 
liquid sprayer with adjustable volume 
and new demothing system; weighs 
15 ths. 23 in. long, 78 in. wide 
Price: $79.95 


Electrical Merchandising, Dec, 1950 





UNITED Freezer 
Unitod Refrigerator Co., Hudson, Wis. 


avi United upright freezer No. 
5 


Ul 
yelling Features: 15 cu. tt. capacity; 
two separate food compartments; dual 
loors to minimize cold loss; ¢ hp. her- 
netically sealed unit, 115 volt, 60 cycle, 
uc<.; Dupont white interior acid, 
grease, abrasion and chip resistant; 
mtact freezing shelves; Roy- 
interior door pans; high quality 

vy density PF514 fibrous glass in- 
ulation; heavy duty chrome finished 


«mi-concealed hardware Dulux 
et enamel exterior; 682 in. high 
electrical Merchandisin Dex 1950 
« 
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vy 
UNIVERSAL Mixablend 
Landers, Frary & Clark, New Britain, Conn 
Dewce: Universal blender 
Sellmg features Blends, mixes, 
whips, purees and grinds; 2-speed, air- 
cooled, self-lubricating motor in white 
baked enamel steel base; stainless 
steci, razor-keen blades shaped to add 
to stirring and whipping action, 32-0z 
glass container fits on rubber projec- 
tions on top of base; fluted interior 
of container makes pouring easy 
Electrical Merchandising, Dec. 1950 
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What do your customers think 
about when they're getting ready to buy an automatic dishwasher? 





From typical customer reports, this is what we've discovered: 


KitchenAid, a product of Hobart, answers every one of those ques- 


“Will it really wash and dry thoroughly? Is it easy to op- 


erate? How about installation. . 


. is it reasonably simple? 


Will it operate without a lot of service? Is it sanitary? Is it 


easy to load and unload?” 


tions and many more besides. For example: 


1. The front-opening door and two racks that slide out inde- 
pendently assure the easiest, most convenient loading of 


tableware 


2. The Hobart revolving wash principle provides the most 


-¥ 


complete, most powerful coverage 


Two power rinses effectively rinse 


all tableware. 


- The separately powered, circulated, electric hot air drying 
is the most efficient drying action . 


. 80 thorough that no 


tear drops”’ are left even on glassware 


5. AifchenAid self-cleaning, sanitary features eliminate wash- 


7. 


BECAUSE the KitchenAid story is so s 


ng or rinsing of food particles bac 


k onto tableware. Wash 


and rinse water is constantly strained 


The KitchenAid service record has been remarkably trouble- 


free 
Installation the simplest of any 
washer 


automatic home dish- 


und so basically right, 


demand temporarily exceeds our capacity. As soon as our expanded 
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duction permits us to catch up, we w 


ncreased distribution. We suggest is 
Troy, Ohio, for name of nearest d 


we tche 


The Finest Made 


Ki*chenAid Division « THE HOBART MFG. CO. 
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TROY, OHIO 


World's Largest Manufacturer of Food and Kitchen Machines 
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HAMILTON BEACH Heir Dryer 
Hamilton Beach Co., Div. Scovill Mfg. Co., 
Racine, Wis 
Devics No. 7 “Quick Dry” hair 

dryer 
Sellma features “ Adjust-a-stand’ 
permits easy tilting to any angle; 


heat control” permits adjustment of 

heat intensity in addition to conven 

tional hot-cold switches; compact 

light, easy to remove from stand for 
and 

Price: 914% 

j trical Merchandising, Dec. 1950 
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TOASTSWELL Toaster 
The Toastswell Co., 620 Tower Grove Ave., 


St. Lowis, Mo 
rice No. 350, Toastswell automat 
toaster 
m Features Has removable 
rumb tray which drops out by press 
z all lever nder anvcdle inner 
ructio#r is ho ross ‘ars 
ating hard-to-get-at accumulat: 
b feather-touch bread release 
wide rang jor selector built mt 
ase t l \ tl the t S$ at 
t ite resetting xtra nig 
Ase all type bread t i} 


pered 4 tard wires pr 
ustine : revolving float 
mtacts for ac. or d« 
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WESTINGHOUSE Milk Coolers 
Westinghouse Electric Corp., Mansfield, O 





less lift required in front-opening mod- 
els—cans are raised only 11 inches; 
milk is chilled by cascade of ice water 
—25 gal. a min—over milk cans; 
water spray cycle controlled by auto- 
matic timer consists of an initial 14 hr. 
period followed by 10-min. sprays every 
24 hrs. thereafter. Temperature control 
prevents cooler from turning tank 
water into ice, thereby controlling 
the size of ice “bank” for delivering 
large quantity of icy water 


Electrical Merchandising, Dec. 1950 





DORMEYER Biender 


Dormeyer Corp., 4300 N. Kilpotrick Ave., 
Chicago 41, iil 


Device No. 5900 Dormeyer blender 
ré Features I iquenhes shreds, 
blend s, whips, beats hurns, 
chop ‘ pulverizes; complete 
with 110-120 volt a l high-speed 
motor art size container plasti 
cove 9g 74 ths 

Pr $34.9 





HUFFY Mower 
The Huffman Mfg. Co., Dayton |, Ohio 
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stroae peels up to 10 wt more coats 


paint, enamel or varnish to bare wood. 
Price: $2.95 
Ele Merchandising, Dec. 
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PROCTOR Presurmet 


Proctor Electric Co., 3rd & Hunting Pork 
Ave , Philadelphia, Pa 








Devwe Automatic seli-venting cle 
tric { ker 
cilsn Feature Consists of a heat 
mtrolled stove wit Hi- and Lo 
a at t ooking dial, a 
and a 4-qt. pressure 
saucepal mplete with trivet. Com- ; 
pletely automa in ot ae oe SENTRY Steem Redictors 
15 lb. pressure; times operation from Sentry Metal Products Inc., 
te e _ Bre € 3 ! yet . 3 ; ’ timer 1917 W. Oxford St., Phile., Pa. 
Giai turns eve ail-minute to show National Representatives Smith Benny 
pr perat ally Sales Co., 11 W. 42nd St., 
ex! ur inside cooke duces New York 18, N. Y. 
f electricity t { its 
i whe right has Device: Sentry portable electric steam 
en reache sts off electricity at radiators Nos. AS8 and CS10, 
i king opera ami vents Selling Features: Both models avail- 
slowly, reaching 3 lbs. pressure able with 3-heat adjustable control— 
within 40 se ils. Pa trol safety low, medium, high, and off positions; 
lev in middle of stove unit turns no installing, no plumbing, just plug 
y whe par placed in; safety fuse plug; standard air 
c a special pres valve; ivory or brown hi-gloss finish 
saucepan is constructed ym cold roll steel; ASS, 8-section model 
tru ur pas has YOO watt clement and 2 ats. water 
sag sa for venting and pres upacity, weighs 39 Ibs.; CS10, 10 
sure tenance ero pressure indi section model has 1150 watt element 
at shows when there r yressure and 3 qts. water capacity; weight, 45 
1 400 watts. a nly Ibs 
Prices: AS8& with heat control, $35.95 
M erchandisw Le 1950 withou mtrols, $32.95; CS10 witl 


control, $39.95 ontrol $37.95 
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ELECTRIGLAS Radiant Heater 





Appleman Art Glass Works, 


Bergenfield, N. J MOR-SUN Oil Furnaces 


Morrison Steel Products Inc 
601 Amherst St., Buffalo 7, N.Y 


tabie radiant 


' ter, No. PH-120 









ture Buiit-ir thern M ode Mor-Sun | Series “Utility 
stat 100-watt tused-in-glass-element ti-fired turna tor perimeter heat 
4] tu itput liver ered fin ing and | caster serms to larger 
i | ‘ 8 Ib Also es 
: , ard eli eature ity series models 
¥ alte are hred by atomizing «© vaporizing 
and are especially designed tor 
950 small homes, basementiess ses and 
apartment all “lel av wat ex 
angers w are die pressed from 
cavy gauge deep drawn steel with | 
piece electronically-welded fire boxes 
r vap Rg il turnaces are 
“c Ball Flane” burner 
draft t tor lighter 
sure oil furnaces have 
} y [x flame mounted 
rt ey _ as a ponent of 
furna all models factory assembled 
and pa age ead) ; installa 
thon al lels have 2-tone grey 
Ha ‘ | fy | 4 a 
also availa ed dels 
f / sndisin De 1950 
SLIK Point Peeler 
CORRECTION 
Slik Products Co., Manitowoc, Wis 
Im the ictober issue on page 133 
' Slik cle : ecle ~ G-E upright vacuum cleaner 
elling Features ses a 200-watt a. was listed erroneously on two counts 
| ‘ g cleme ul at the model umber should have been 
“ & speciai, | ground 2-1 A VF-807; and the retail price should 
aper black 4 . a t ard a be $84.95 
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‘FEATURE ATTRACTIONS” 
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with KitchenAid, “the finest made” food preparers, you can feature 
the “features” that catch and hold a customer. For example: 


* 


Planetary Action sof 





-—the natural mixing action with rotating beater traveling around sta- 
tionary bowl. No need to assist mixing with knife or spoon—no need to 
manually turn or retard bowl. No “dead spots” in mixing action-—no 
part of the ingredients can escape the mixing action. 


Single Beater. efficient Planetary Action requires only 
one beater for thorough mixing. Only one beater to clean. 


Pyrex Bowl -} 


Plus Power 





—resists heat—lasts longer. Bow! can 
be used for bakl.g if desired 





— plenty of power to operate any attachment. No power booster required. 


Widest Attachment Range 


-- every useful attachment is in the KitchenAid 
line — meat chopper; colander and sieve; vege- 
table slicer; ice cream freezer; can opener; 
silver buffer; oil dropper, etc. 


Feature these “features” in your demonstration. They prove 
KitchenAid is the finest made! 


KitchenAid 


KitchenAid Division « THE HOBART MFG. CO. TROY, OHIO 


World's Lorgest Manufacturer of Food and Kitchen Machines 
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it takes more than paper 
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to make a good trade paper 


It takes men and women with ability and long 
experience to produce a trade paper like... 


ELECTRICAL 


MERCHANDISING 





Yes, it does take more than just paper to make a good trade paper. It takes a sizable edi- 
torial staff of capable, experienced people constantly bringing to its dealer and distributor 
readers the latest merchandising methods, the newest techniques in management, sales 
training, display, credits and collections — as well as the news of the industry. For nearly 45 
years ELECTRICAL MERCHANDISING'S editors have served the men and organizations that 
distribute and sell electrical appliances and related merchandise with just this type of edito- 
rial matter. These editors are constantly striving to inspire better merchandising methods 
by their keenly interested editorial audience --an audience that was gained only by pre- 
senting the best in editorial coverage of the appliance-radio-television field. 


On the next page is pictured most of the full-time staff who edit ELECTRICAL 
MERCHANDISING, today. In addition to this group, there are fifty field correspondents who 
are also constantly working to bring news and feature stories on latest industry develop- 
ments to over thirty-five thousand readers every month. The response to these editors’ efforts 
is illustrated by the fact that in every survey made during the last 10 years by manufacturers 
on their own dealer lists, ELECTRICAL MERCHANDISING stood first as the most read and 
most useful trade paper. 


Tur Clitorial Achim 


times the amount carried by the second publication in the field 


EKLECTRICAL 
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Further proof of the editorial leadership of ELECTRICAL MERCHANDISING, is the fact 
that in the annual competition conducted by Industrial Marketing to determine editorial 
excellence in all types of business papers, this publication was accorded First Award 
among Merchandising, Trade and Export papers for the best single issue in 1949- 


In actual pages of editorial matter dealing with major appliances and electrical 


housewares, the amount of space carried regularly by this paper exceeds by many 


MERCHANDISING 


330 West 42nd Street New York 18, 
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The Editorial Staff of 


ELECTRICAL MERCHANDISING 


1. Editor: LAURENCE WRAY joined the staff of ELECTRICAL MERCHAN.- 
DISING as Assistant Editor in 1929. He was appointed Managing Editor 
in 1935 and Editor in April, 1948. Prior to joining McGraw-Hill he was 
Assistant Manager of the United Press, New England Bureau. He is also 
the author of The Electrical Appliance Sales Handbook.” 


2. Managing Editor: ROBERT W. ARMSTRONG joined the staff in 1945 as 
News Editor, was appointed Associate Editor in 1947 and Managing 
Editor in March, 1949. Graduate of Dartmouth College, he previously had 


experience in newspaper and public relations work. 


3. Chicago Editor: TOM F. BLACKBURN 
joined ELECTRICAL MERCHANDISING in 
1930. He has had extensive experience in 


newspaper and advertising agency fields 


4. Assistant Editor: JAMES BOLGER joined 
ELECTRICAL MERCHANDISING in 1945 
as Assistant Editor in charge of Editorial 
prociuction. He is a graduate of Lafayette 


College 


5. Director of Research: MARGUERITE 
COOK has been with ELECTRICAL MER- 
CHANDISING since 1926. Her entire career 
has been devoted to research and market 


ing statistics for this publication 


6. Research Assistant: JOHN DECKER 
joined ELECTRICAL MERCHANDISING in 
1950. He has had previous experience with 
other McGraw-Hill publications and re- 


search work with McConn-Erickson 


7. Pacific States Editor: HOWARD J. 
EMERSON, prior to joining ELECTRICAL 


MERCHANDISING— 
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MERCHANDISING in 1946, was Managing 
Editor of Electrical Wholesaling and with 
other McGraw-Hill papers for 12 years. 


8. New Products Editor: ANNA A. NOONE 
joined ELECTRICAL MERCHANDISING in 
1928. After handling advertising make-up 
she entered the editorial department as an 
assistant. Since 1932, she has been New 


Products Editor 


9. Art Director: HARRY PHILLIPS joined 
ELECTRICAL MERCHANDISING in 1927. 
Graduated from Technical Institute of New 


York and attended Cooper Union 


10. News Editor: TED WEBER. JR., joined 
steff in 1949. Graduate of the University of 
Notre Dame, he previously was with Gen- 


eral Electric Co., Bridgeport, Conn 


11. Southern Editor: AMASA B. WIND. 


HAM has had extensive experience with 
newspaper work throughout the South 
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San Francisco Editor: CLOTILDE GRUN- 
SKY TAYLOR has been with ELECTRICAL 
MERCHANDISING since 1924, Graduate 
Electrical Engineer of the University of 
California, her entire career has been in 


the electrical industry. (not pictured) 


Although not pictured above, ELECTRI- 
CAL MERCHANDISING'S editorial staff 
also has the following members: Dexter 
Keezer, Director of Economics Department; 
W. W. MacDonald, Consulting Radio Editor; 
George B. Bryant, Jr., Washington News 
Bureau; Frank Muth, Chicago editorial 
assistant; Allene Kirchner, San Francisco 
editorial assistant and Martha M. Alexan- 
der, Assistant to the Chicago Editor. In addi- 
tion, a staff of fifty field correspondents is 
maintained throughout the United States. 
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sell the sensational new 
“America’s 
Finest 


R 0 Gas Range” 
——SEEEE—— 
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feature the Big-3° 


1. Exclusive Roper “Staggered” Top 
2. One-and-Only “Bake-Master” Oven 
3. Revolutionary “Roper-Glo” Broiler 


Capitalize on these other 


Crowning 
Achievements 


Center-Simmer™ 
Top Burners 


"Insta- Plame” 
Lighters 


8: 


""Insta-Matic 
Clock Control 


-@<r 


Sctentific” 
Cooking Charts 


&B< 


" 
Gera 


Sere-Hot’ 
With Serve Tray 


emk | Tit 


£ 





Sell ROPER... the Modern Gas Range With 
More Beavty, More Features, More Valve 


With ROPER you offer the ultimate in fast, clean, 


caretree convenience ot com- 


No 


thrifty cooking You offer the 


pletely automatic oven operation other line of ranges 


gives your prospects such a wide selection of models so 


many oven and broiler combinations such a big choice of 


top burner arrangements such real dollar-for-dollar value 


Check the profit possibilities of a ROPER franchise. 


offices and warehouses in principal distribution centers 


Geo. D. Koper Corporation - Rockford, Illinois 
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LITE-MITE Bulb 
Stocker & Yole, Marblehead, Mass 








we: Lite-Mit luoresce 
4 ite fuorescent screw-in 
"mg features: Bulb cor t 
4-watt fluore nt - 
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SYLVANIA Fluorescent Fixture 


Sylvania Electric Products Inc 


, Salem, 
Mass 
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NOMA Xmas Candles 


Noma Electric Corp., 55 W. 13 Se 
New York I N.Y 


‘ 


te \ } 


ve: Noma red or whit . 
andles Nos. 30R and 31W 
eatur Fibre gla 
3} | . 
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LEADER Sunlamp 


Leader Electric Co., 3500 N Kedzie Ave 
Chicago 18, fil 


BANTAM-LITE Flashlight 


Bontam.Lite Inc 126 llth Ave 
New York, 11,N.Y 


I * i 
" 
SOLAR Fluorescents 
iz 
The Solar Electric Corp., Warren, Penna . ‘ - 
‘ c jc 
‘cw ! 4 ; . 
: en pe 
’ ’ . 
‘ I t tive . 
4s 4 
a ‘ . T12 ase availa 4 
tube es and 96-in. T12 75 watt in golde featu 
, ~. 
arte require single- want ba . 
a AVallable Standard cox Agt ! 4 
standard rt i f : 
; - he white Deluxe Price Lomplete 
, | . " 7 : : 
i IxXe wa white a G-E bulb, 79¢ k ; 
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Performance 
with a capital 





PACKARD 


fractional hersepower 


MOTORS 


There is no question about the outstanding 
performance record of Packard fractional 
horsepower motors——their proved ability i 

























to create customer good will and increase 
the value and trade acceptance of your 
products, 


Hundreds of thousands of Packard quality 
motors—all marked by rugged design, 
expert workmanship and finest materials 
stand as evidence of this superiority. 


Packard specializes in the manufacture of 
fractional horsepower motors. Our resourves 

. our experienced engineering and manu- 
facturing know-how in motor building 
have been concentrated for the past 34 
years in this one field. 


That's why Packard's reputation for plis- 
performance is described in capital letters 

why it will pay you to specify Packard 
fractional horsepower motors . . . for quick 
service, complete satisfaction and lasting 
dependability. 


72; 

















GENERAL 
MOTORS 





Packard Electric Division, G | Motors Corporati 
Werren, Ohio 





DEPENDABLE APPLIANCE MOTORS FOR THIRTY-FOUR YEARS 
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NON-ELECTRICS 





' [ ; t « 
| 
i reg ar gr 
it fice bowl: p 
i water OW 
against be 
rn rs th 
| or frecing 
w KUCINE 
takes trom ¥Y to 
j plete extractior Extract is store lw 


retrigerator and used as needed 
for months 


| 
| Prices: $19.50 F_O.B. Chicag 
} 
| 





POLISH-AIRE Attachment Ele 


Interstate Engineering Corp., 
El Segundo, Calit 
| Device Polish-Aire attachment for 
| wie with Compact vacuum cleaner 


trial Merchandiom De 1950 


Features: Works directly trom 
Compact leaner—needs no special 
| power source; scrubs, polishes, waxes 


| Selling 


BRIEFS 


Any standard i-in. electric drill 


floors, furniture, automobiles as wel may now be converted into an all-pur 

as silverware also has attachment pose ymbination lawn trimmer, hedge 
that turn it into a home hobby shor itter or edger with the aid of “Tri 
for drilling, reaming, grinding and mower” a new attachment introduce 

knife sharpening recently by Langtot, I: 32 EF. 4t 

trical Merchandising, De 1950 St.. New York 3, N. \ Retail 


| $24.95 


A new economical fan kit, cor 





plete with motor (-in. fan black 
| ord, plug and mounting accessories 
has been announced by the Fractional 
H.P. Motor Div. General Electri 
Co., Schenectady 5, N. Y. Suitable for 
kitchens, poultry houses, dairy bart 
ilk houses 
3 
Burgess Battery Co., Freeport, I! 
arith I es the additi { t Finelite 
its fla rht case e. No lar 
im a pe r ix it has been styled 
I fort. Slim design ma 
? OSs P i | s N 
RIVAL Grind-O-Mot ai 
Rival Mtg. Co., Kansas City 8, Mo 
> rte 
val Grind-O-Mat meat Talk-A-Phone Co., ( zo, i 
‘ ‘ i chopper luces a seli-compensating power 
rtal r Nedi- Powe! iva 
’ ‘ abi 
al equi 
‘ i ermits it t 
F) F ver 
arly la rfa 
. y 4 
" ng t arrmng; stam « I 
| zd : Magal hoy n : 
t easy t ca al F , 
ava 1 en N ; . s . 
ne Magal . » 
and ‘ | : i N AK 350 » Fe 
: taliat 
i; a 
i 
j ¢ AK -350 





Nite-Tel-Lite telephone | 
lights the telephone lial w 





i 4 t ? 
a ‘ y ga 
; Manufactured by } 
I e | 14 Se St, S 


FILTRON Coffee Extractor lint ). Price $495 


Helmco-Lacy, 1215 W. Fullerton Ave 
Chicego 14, il A plastic manicure light announced 


nterori 
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\ 
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You Sell Exclusive Features Li 































Gibson dealers’ outstanding success is based 
largely on Gibson’s giving them more dy- 
namic EXCLUSIVE features than anyone 
else in the industry. Besides the sales-cinch- 
ing three pictured above, the NEW 1951 
Gibsons bring you such sales-closers as: 
Supermarket Swing’r Crisp’rs—swing open 
at a touch, lift out, slip back into place easily. 
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HANDS FULL? Just PRES*. 
TOE —door opens! What's 


HOT? THIRSTY? Just 
TOUCH.-A-TA? — enjoy cold 
running water any time. 
(Model 1131) 


NEED EXTRA SPACE fer 
frozen foods? pare Frees'r 
a ’ je oo giant 





A space is ready when 
want it! (Model 1151) 


Butt’ry—keeps fell pound of butter sweet, 
easy to spread. 
Door Racks--food variety at your finger-tips. 


For the fects on Gibson Renges, Freezers and Refrigerators 
SEE YOUR GIBSON DISTRIBUTOR 
OR WRITE GIBSON DIRECT TODAY! 


GIBSON REFRIGERATOR COMPANY 
GREENVILLE, MICHIGAN 





yj sov0.00 HOME APPLIANCES 
WORLD SINCE 1877 
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TELEVISION AND RADIO 





i* sa 
f . " fenza EMERSON Telesets 
: t #4 ; wide 
vod 24 lees oe . Ene Emerson Rodio & Phono Corp., 
STROMBERG-CARLSON Teleset : seat cuthinad osons with 111 Eighth Ave., New York City 
Stromberg Carlson Corp. : ues ' . Models: 4 new 16- and 19-in. models 
Rochester 3,N Y , , 74 678 677 : 
' a) 17C2M T\ neole ' N 74, 16-in. table 
, wit 7 te 5 8. | a sole in ma 
“ v / nanog 
ar f No. 67 
. , : oues SCOTT Telesets 
, : - : Scott Radio Laboratories, 4541 N. Ravens- 
py Le ‘ wood Ave., Chicago 40, Ill 
: Mode Croydon radio-phono-TV 
msole mbination and Wentworth \ 
at De } direct-view TV only 
Selling eatures Croydon has an 
AM-FM radio, a 3-speed automat 
phono; 12-in. speaker; separate bass 
and treble controls; FM drift com 
pensation; l6-m. black-face rectangu 
lar tube; 12 channels and a vernier 





tuner; it is also available in an add-a 

















- 
: PHILCO Table TV vision model for later TV chassis in 
: stallatior dark mahogany abinet f 
} Philco Corp., Philadelphia, Pa with 2 full-length doors and record 
fodel N 1607 table teleset storage space; lift-lid phono compart 
: ellin éatures: 16-im. picture tube, mn 
i 14 q. im picture in met al cabinet 19-in. model in period styled mahogany 
i tunable built-in aerial; Philo veneer console; all models nave “Full 
: anming system wit balanced beam” Screen Focus”; Black Magic ( 
| ear, shart tures over entire trast; Pretuned built-in antenna 
C ee! ustom built duplex chassis Simplimati l-knob tuning l 
i ; . 19 tubes and 4 rectifiers: dark distance circuit Alnico 5 electr 
g i CAPEHMART TY Console ‘ ga finis wit leluxe control namic speaker 12-1 size wm « sol 
‘ iminated station selector and models 
“ ; Cepehort Farnsworth Corp, slated t grain maroon Cordovan } i Pr . . 90 
; Fort Wayne |, Ind ' round ecreen rfc “ Be be 
4 ; ioe - ‘ ? 4 4 \ 
: 4 i M T\ ' $249.95 > $.39 
i trial Merchandising, Dec. 1950 } De 
s ] gular 
. . hass 
| t ‘ : 
; erma 
: . tt a ‘ 
7 } AXla speaker 
* , ‘ amt 
4 ’ > full_lenet 
? - eng 
: ’ > “ i 4 
sadisin De 
G-E TV Consoles MAJESTIC TV C , 
onsoies 
General Electric Co., Electronics Pork 
Syracuse, N. Y Majestic Radio & Television Div. of The 
Wilcox-Gay Corp., 70 Washington St 
DU MONT TY Combination ; B ; 
rooklyn 1, N.Y 
Allen 8 Du Mont Leboretories Inc us ut " ‘ 
15 Morket St, East Poterson, NJ “ > a ~ . 
: - 4 i 
A’ 1 
: No. 71 r\ 
MAGNAVOX TV Console t aditiona ' 
ect The Magnavox Co., Ft. Wayne, Ind . % : 
\/ Mod tre MV4 : 
; tur \ ia- 
A ta : 
Vi et | | 
a iwe 
vw ‘ ’ 7 
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You'll do better with 


ELECTRICAL 





Why the Du Mont Signalock’ is an. 


important key to T'V sales 


Tne Dt Mont Revere 


A good picture is the important consideration 
to most television buyers. Side-by-side com- 
parisons show that Du Mont Telesets provide 
a brighter picture with sharper focus and more 
lifelike tone values. 

One important reason for the Du Mont supe- 
rior picture is the Signalock, an exclusive 
Du Mont electronic circuit that automatically 
boosts weak signals and filters out nuisance 
waves which often cause picture roll-over and 
distortion in inferior sets. 

The Signalock circuit amplifies the syn- 
chronizing signals only, reducing the pulse- 


4 4 aA 
JAA , 
LUM Wilh hi 


c 


Copyright 1950, Allen B. Du Mont Laboratories, Inc. Television Receiver Division, East Peterson, 


MERCHANDISING—DECEMBER, 1950 





Ol] MON Television’s most covete 
ss f. 4 f- - 4 


Wid) if 


- 


One of a complete line of 17- and 19-inch Telesets* for 1951 


type interference from such sources as auto- 
mobile ignitions, It helps provide a steady pic- 
ture, even with a weak signal and extremely 
heavy interference. 

And, of course, the Signalock is only one of 
the many extra value features that result in 
better performance, more satisfied customers, 
greater sales and more profits for dealers. 

Du Mont is now producing a record quan- 
tity of new models and new styles. They are 
backed by the largest advertising and sales 
prémotion program Du Mont has ever 
launched. 


Ail MLOY - 


THIRD IN A SERIES OF DUMONT 
PRODUCT INFORMATION MESSAGES 


"Trade Merk 


d franchise 


N. J., and the Du Mont Television Network, 515 Madison Avenve, New York 22, N. Y. 
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MEDALLIONS 
YEAR ROUND SALES 
essured by medal 
liens for each Gift 
Dey 


Can Opener 1209W 


GIFT- PACK 

Ne. 2 

Can Opener 609 

and Knife Sharp. 

ener 809. Both 

Mode's in White, 
Red or Yellow 











SWING-A-WAY 


MANUFACTURING COMPANY 
4100 BECK AVE. ST. LOUIS, MO. 


Conedion Representative: Fox Agencies, Port Credit, Ont 
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NATIONALLY ADVERT et N 


« G i Housekeeping, Porents, Better Homes & Gordens 
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G-E Table Teleset ere 
General Electric Co., Electronics Park, 4 + $179 
Syrocuse, N. Y ny 
’ Merchan If 





STROMBERG-CARLSON Radio-Phono 
Stromberg-Carlson Corp., Rochester, N. Y 


‘ 


Model: The Mayflower No. 1807PLM 


elling Features: Complete FM-AM 
radio phono in early American ca 
net; 3-speed record changer with 
ntermix and automatic stop fea 
tures; record album space; 12-in. per 

anent magnet speaker, rubbe 





nounted; built-in FM and AM ar 
mnas; mahogany and avodire finish 
Price: $275 in mahogany; $285 


COMMANDER TV Consoles 





Commander Television Corp., av -Eastern zone 
280 Ninth Ave, New York 1, N.Y trical Merchandisin De 1950 
M ode Nos. 19D1, 1901 and 170 
wm eatures: No. 19D1 has a 19 


CR picture tube in a mahogany or 








edot aDinet wit! hand painted 
raised ese design; also available 
im a mahogany cabinet with matching 
ahogany doors; 12 in. dy 
‘ peaKker 
No. 1901, 19-i en-faced cons 
a tube ge area CNAassi wi 
anda tuner, 12 in. speaker and 
a $ Vv lean operation 
171 as 17 in. rectang ar ¢t 
pen-taced consol CALLMASTER inter-Communicator ; 
‘ 1 <5 : 
No, 19D1, $54 “ i National Sales Office: Wm. M. Smith Co., ‘ 
e design; 4% \ ma 20 Ferguson Ave., Broomall, Po ° 
gany doors Mfégrer: Lyman Electronics Corp., 12 Cass 
i ; 1950 St., Springfield 4, Mass 
we Lalimaster eicctron r4 ay 
p CM] naste 
‘ve » abie mes, 
i es, etc 
tant unter< nunicati 
at ip to 2U00-ft. apart 
$ sound speakers 
mahogany grain; 
ne ides N CM-2 
ation Master for 2 t su 
ta iN -M leluxe All 
Mast ystems with up to 7 stations 
WEB-COR Tape Recorder nected. 
ue . {1 molete with SO 
W ebster-Chicago Corp., 5610 W. Bloom os : M Sey i age 
ingdale, Chicago 39, Ill : g ca $39.95; No. CM 
New W t recor ¢ ‘ Mf ( 4 Vl ane 
. ; $3995 ea 
at 38a irs Merchandtsin De 5 
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We know and you know that the DWW line offers 
outstanding convenience and dependability at a low 
operating cost. But just knowing this is not going to 
sell these superior automatic electric water heaters. 
That's why we've put together some smart selling 
ideas called the DWW Merchandising Plans. These 
plans show you how easy it is to sell DWW on the 
features your customers want most in an outomatic 
electric water heater. Here's what homeowners look 
for and get in the DWW line: Plenty of clear, hot 
water + Economy «+ Trouble-free performance - 
Advanced design + Precision engineering - 
Gleaming enameled casing + Table-top models 
for extra work space, upright models to conserve 
floor space + Adjustable thermostats + Extra-thick 
Fiberglas insulation Underwriters’ approved 
heavy wiring Double extra-heavy galvanized 
copper-bearing steel tonk + Heat trap to prevent 
back circulation in piping + Heavy legs for sturdy 
support + Inlet and drain located to offer greatest 
installation convenience + Cathodic protection by 
magnesium rod Easily removable porthole 
cover + Chromalox immersion heating unit 
D. W. Whitehead also features an ex- 
clusive baffle at cold water inlet. This 
prevents mixing of hot water by incom- 
ing cold, insuring consistently even 
water temperature and greater economy 
of operation. 


You can figure on more profits .. 





merchandising plans § jig.) 
help you sell more 
Guismatic ELECTRIC WATER HEATERS 





OWW Flectric 20 ge! 20° « 48 
OWW Electric 30 ga! 57” « 20 per-bee 
OWW Flectric 40 gal Ss?” = 22 gelvenited 
OWW Electric $0 ge! 57° « 24 ethene 
OWW Electric 66 ga! eo « 26 cothed 
OWW Blectric 80 go! 72° =« 26 tec 
OWW Hectric 120 ga! 72° « 30 enol 
DWW Electric 30 of 50 ge! 36° « 24 
Towle Tepe 30 ge! 24° 2 24° 2 
40 got 25" 2 25" 2 36" One 
50 ge 25" « 28" » 36 
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A TIPE AND 5126 FoR EyeRY PURPORE 


DWWHITEHE 


1” D. W. WHITEHEAD MFG. CORP. 607 West Ingham Ave., Trenton 8, N. J. 
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Nationally Advertised 
LIBERAL 10 YEAR GUARANTEES 
ON EXTRA-HEAVY COPPER-BEARING 
GALVANIZED STEEL TANKS 

WHEN ORDERED 

WITH CATHODIC PROTECTION 








1950 
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Gspectally at Christmas 
ae 


Super-Perferming "312" — 
3-geng condenser with tuned 
ar lage, gets omarzing dis 
tances. J way—lightweight 
eed compact. Robin Hood 
Green or Chesteut Brown 


Ceoterfvi "335" a rainbow 
porede of gorgeous Holiday 
hues! Patrician White — Pall- 
sede Brown — Fores! Green — 
Tuscan Red. J-way. Popvler 
prioed 





338-1—336-w 
tific performer! W ailnut or lwory 
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entinel 


SENTINEL RADIO 


EVANSTON 


AND TELEVISION 


compect ond cite, o ter- 













live with Holiday Color 
with Holiday Gift Appeal 
(live with Holiday Value! 


Portables and table radios are real Jive 
merchandise at this time of year—they so 
fully answer the universal question: “What 
shall I give to So-and-So?” 

They are a right pat answer to your ques- 
tion, too: “What shall I stock for Christ- 
mas, that I évow I'll not be ‘stuck with’?” 
Every home can use additional radios— 
every family has at least one member who 
wants a portable. 

Order your Sentinel stock QUICKLY. 
Sentinel has scheduled production to care 
for the holiday rush—but better be safe 
than Sentinel-less! So get that Christmas 
profit-building order off TODAY! 


~a— Sentinel Sets 


ee | 
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MOTOROLA Table Radios 


Motorola, Inc., 4545 Augusta Bivd., 
Chicago 5/, fil 


dels: SR, SH, 5X11, 5X21, 6X and 
7XM series 


Selling features: All models have 


if 





Bakelite cabinets; 5R series consists 
f an AM radio in walnut, ivory, ma- 
on, grey, green or yellow cabinets 
H series, walnut, emerald, ivory table 
xdels. 5X11 series, walnut, ivory or 
lack cabinets. 5X21 series, combina- 
ion shortwave and AM radios; wal- 

nut, ivory or black cabinets. 6X series, 

AM radios, walnut or ivory cabinets 

7XM series, FM/AM table radios; 

green or brown cabinets. 


Prices: From $14.95 to $49.95. 
Electrical Merchandising, Dec. 1950 


ANTENNA BRIEFS 


Easy-Up Tower Co., Racine, Wis., 
announces a new roof mount—EZ-9 
Mast Foot Mount—of heavy-duty, all 
steel galvanized construction; accom- 

"lates masts up to 14 in. O.D. De 
signed for mounting at virtually any 
point on roof 


A new Twin-Driven Corner an- 
tenna is announced by Technical Ap- 
pliance Corp., Sherburne, N. Y., man- 
tiacturers of Taco antenna systems for 
rV, FM and AM. The new antenna 
has been designated as the 1700 series 
and offers low-wind resistance and 
proves very rigid when assembled. 


The Alliance Mfg. Co., Alliance, 
O., announces the addition of a new 
rV booster “Tenna-Scope”. It has a 
single tuning control-—1 control covers 
all channels; an automatic on-off 
switch; when set is turned on Booster 
is ready to operate, and it goes on and 
ff with the control switch of TV 
receiver. 


A new TV antenna, said to give 
snowless reception within a radius of 
from 12 to 15-mi. from TV tower, has 
een announced by Video Associates 
vf Toledo. Being non-directional, the 
VI-A indoor antenna can be used in 
many different planes and directions 
and will pick up all channels in area 
without being moved. 
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A SENSATIONALLY NEW FACE : 


———— ayy 
TELEVISION 
PICTURE 


TUBES! 


WATCH FOR 
THE ANNOUNCEMENT OF 


Sheldoeria NEW LINE OF 
©O-GLARE, ALL-GLASS 


VITATRON Picture Tikes 


SHELDON ELECTRIC CO. 


Division of Allied Electric Products inc. 
68-98 Coit Street, Irvington 11, N. J. 
Bronch Offices & Warehouses 


CHICAGO 7, lil 426 $. Clinton St 
LOS ANGELES 26, CAL, 1755 Glendole Bivd 





HADEMAUE 
TELEVISION PICTURE TUBES + CATHODE RAY TUBES + FLUORESCENT LAMP STARTERS ANO LAMPHOLOERS + SHELDON REFLECTOR AND INFRARED LAMPS 
PHOTOFLOOD AND PHOTOSPOT LAMPS «+ SPRING-ACTION PLUGS «+ TAPMASTER EXTENSION CORD SETS AND CUBE TAPS «+ SECTIFIER BULBS 


KEEP INFORMED! F.! MAIL COUPON TODAY: 


——e eee ee eee onan ap an a= 4m 2 ae ee ae ee ee 4 
if 1: would like to know what i ag TELEVISION MIS-INFORMATION, 68 Coit St, levington 11, N. J 
t ot oul Ke to ‘ € - © 

~—= ee i Please enter my FREE SUBSCRIPTION to your magazine. 
I My Name 
§ Company ith 
| Address w which it is to be mailed 
4 


| 


happening in the Television Indus- B 

try, send for your FREE subscription Snail 
t TELEVISION MIS-INFORMA- 
PION the famous publication — 
with over 60,000 readers in the In- 
dustry. 
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i 
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Southeastern Exchange Audience 
Told of Impact of Mobilization 


Brooks of Ebasco and Taylor of Hotpoint 
discuss marketing’s role in war economy 
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“YYormade Rcers be good to be imitated! “2 | on own and , 1 will Keep Selling. I 
Its a real 


4 opportumnly 


You'll be AMAZED at this 
TERRIFIC program ! 


See distribute, NOW! 





EDWARD R TAYLOR 
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nt of 46 percent. On ranges, the 
hgure is 36 percent compared with 
al of 22 percent. There has 


also been a surge of buying on the 





part of wt ot yet in 
i of the for actual 
se said Taylor Certainly every 
: $8 era m will have to take 
it nsideration these new fac 
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<¢ wat ed « ely.” 


’ 


Speakers. The major 


address, a survey of the interna- 
nal situation, was delivered by 
Milo Perkins, foreign trade con 
ant, Was gton. Ot speak 
$ luded ¢ A. Collie eorgia 
we ( Atlanta Ra Fivnan 
sher rval World, New 
rk: M. E. Skinner, 1 Ele 
t St I Ww. Oo Turner 
tisiana Power & Light New 
irieans; R. W. Elsasser nage 
r analyst New Orleans D> 
4. D. Albert, Emory University 
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tr Informat Exchange New 
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Dever meets Acey, one of Westing 
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use’s two talking mynch birds. At 
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England district manoger for WESCO 
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JANUARY FURNITURE SHOW 
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Appliances in the Magazines 


WOMEN’S SERVICE GROUP 


Good Housekeeping 


A Merrier Christmas With Her 
Dishwasher,” by Helen W. Kendall— 
December Good Housekeeping—Mrs 
Kendall discusses advantages of auto- 
atic dishwashing and shows various 
ypes now available 

Women's Home Companion 
How to Stretch a Refrigerator,” 

Bernice Strawn—December Com- 
panion—-How to organize a refrigera- 
tor to accommodate the holiday abun- 


lance of food 
Give Yourself a Holiday,” by Bernice 
trawn—-appliances make holid en 
tertaining a pleasure for the home 
aker 


I Don't Want To Spend More Than,” 
y Martha Ferris—appliances that are 
nex pensive and higt ly act eptable 


pifts 


Mc Call's 


Ways to Give Yourself a Holi- 
ay,” by Elizabeth Sweeney Herbert— 
vecember Mc Call’s—appliances, from 
ve refrigerator down to the toaster, 
can make a homemaker’s work easy 


luring the holidays 


Household 
Proble Kitchen Waste,” by Dahy 
I Barnett—November Household 


answer is the electri 





oser 

How Does Your Kitchen Grow?” 
by Dahy B. Barnett—latest in kitchen 
nks and cabinets 


Today's Woman 


House and Homemaker,” by 





Rut Gaff ney—November Today's 
Voman—photo-montages of electric 
isewa that make ideal gifts 
True Story 
Main Dish”—November True 
r an electric range is featured 
" t Tha g meal 
Sunset 
anging Kitchen"”—N 
yunset—5 photographic pages 
b ilifornia kitches 
Parents’ 
st a full Last s 
wen —a variety 
t and = labor-saving equipment 
i git 
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HOME SERVICE GROUP 


American Home 
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i Pe H se Ca 
A Style.” by C 

t va November 

tit we 4 ] tors pieces and 
eria a! ~ i «ff 


with modern materials and equipment 
Built-Ins Make The Difference,” by 
Charlotte Conway—how to get stor- 
age space into a kitchen and laundry 


Better Homes & Gerdens 
“The Right Light in the Right Place!” 


by Theodore H. Kimble—November 
Better Homes—a formula for exactly 
the right light in the right place 
roughout the home. 

Every Family Needs a Room Like 
This,” by Myrna Johnson—4 pages 
showing a combination laundry room, 
10bby shop, playhouse and office for 
all the family 

“More Room to Live—With Open 
Planning,” by June Wilson—includes 
an open kitchen that lets the cook 
share in the family fun 
Easier-Sauding . Polishing 
Grinding"—by James Cooper—easy 
ways to do these chores with the right 
equipment 

You Can Entertain By Push But- 
ton"—by Doris Adams—December 
Better Homes—shows many party 
lishes than can be prepared easily with 
the aid of electric housewares 

“Give Yourself a Power Workshop”"— 
December Better Homes—demon- 
strates the versatility of a power 


workshop 


FARM GROUP 


Farm Journal 











Mrs. Small’s Pink Kitchen”—by 
Naomi Shank— November Farm 
urnal—an all-electric kitchen in 
ludes a first floor laundry 
Successful Farming 
e Starkeys Were Smart About 
‘ deling”"—by J. E. Scott and 
Curtus—November Successful 
rm they remodeled their kitchen 
" ete aut atic kitchen and 
lr 
eir Happiness Is Farm-Made” 
Rut Foster—the Milton Ross 
ve and work as a team with 
any electrical items in kitchen and 
to simplify operations 
Forecast 
Joes It In This Heart Kitchen” 
Beatrice Mabry—November 
i 
us . 
{ ; . e Proct 
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lection Can Teach Good 


Manag ent,” by } White 


t Practical } o bh 
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Here’s what it does for YOU: 


GIVES YOU A SMASHING 
NEW HIT SONG — 


“Television Christmas” 


Scarcely ten days off the presses, this song 
has already been featured on TV and Radio 
Network Shows. Your local stations have the 
Mindy Carson recording. Ask them to play it! 


GIVES YOU A SMASHING 
RADIO “SPOT” CAMPAIGN 


Right now—40 to 80 spot announcements a 
week—3-minute, l-minute and 20-second spots 
tie in with the “TELEVISION CHRISTMAS” 
melody! This is the biggest spot campaign 


in TV history. 


GIVES YOU FEATURE ARTICLES 
BY FAMOUS AUTHORITIES 


Authorities such as Judge George W. Smyth, 
Angelo Patri, Mrs. Clara Savage Littledale 
and Dr. Mary Fisher Langmuir are among the 
many who are publicly advocating TV as an 
aid to Child Development 


GIVES YOU CARTOONS BY 
LEADING CARTOONISTS 


Leading newspapers from coast to coast are 
now publishing sales-stimulating TV car- 
Life’s Darkest 
Moment” and Bob Dunn, creator of “On Our 


toons by Webster, creator of 


Block” and other popular syndicated features. 


PLUS ‘aticel FULL 


PAGE ADS WITH COMPEL- 
LING HUMAN INTEREST 


Every week full-page, sales-producing TV 
ads are being run for you in your local papers 
It will pay you to clip these ads as they ap- 
pear and put them in your TV window to 


attract customers 








MERCHANDISING 


FOR ALL TIE-IN MATERIAL, WRITE TO: 


AMERICAN TELEVISION DEALERS AND MANUFACTURERS 


405 LEXINGTON AVENUE * NEW YORK 17, N.Y. 
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Here’s HOW you can cash in! 


USE THESE RECORDINGS AS 
PREMIUMS AND MERCHAN- 
DISING AIDS 


Play your Mindy Carson recording of “Tele- 
vision Christmas” over your store's loud- 
speaker system, Send for additional copies 
($25 per 100 records) to offer as premiums 
on sales of sets and albums, 





TIE IN WITH FREE RECORD OF 50-SECOHD 
“OPEN-END” RADIO SPOTS 


If you have not already done so, send right 
now for your free recording of the open-end 
50-second radio spots which you can use with 
your own store sign-off as one-minute spots 
over your local radio station. 





USE THEM AS SALES AIDS 


As they appear, clip these important TV pub- 
licity stories from your local paper... Parents 
like to know a TV set in the home can be 
used to make their children do better in 
school—and you can show them what authori- 
ties say! 





CLIP THEM FOR YOUR 
TV WINDOW 


If these cartoons have not appeared in your 
local papers, get in touch with the editors. 
They may easily start publishing this impor- 
tant TV publicity material, if urged to do so 
by local advertisers like yourself. 





USE TIE-IN MATERIAL IN YOUR 
OWN NEWSPAPER ADS 


See the TV Sales Kit which you recently re- 
ceived by mail for proof of pictures and copy 
you can use in your own ads—to help you 
cash in on the powerful selling impact of the 
full-page ads. 
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The PRESENT <2 
the time Lo 


huwed your 
FUTURE sarker 


For the present business as usual” is a thing 
of the past 

But there won't always be a “national emer 
gency The time will come again when old 
fashioned competition will replace shortages and 
allotments 

The wise Dusiness eal eial will prepare for ale hi time 
NOW by maintaining late MES e Tale bial -lallile] relat 
of the most vital aspects of his business his 
TRADE RELATIONS 

For that reason alone the January 1951 
NATIONAL HOUSEWARES AND HOME APPLI 
ANCE EXHIBIT assumes a greater importance 
than ever before 

There is no better nor more efficient way to 
learn what your industry is doing and thinking 
to face the hard business facts for 1951 and the 

' years to follow 
There is no easier nor more time-saving way 

to learn about prices, deliveries, new products 


i a latel policy changes 


SIAPIONAL 

} HOUSE VAARISS 
Miy Bhonys Avo LI Mls3 
VAN U FAS IU S335 
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NAVY PIER 
CHICAGO, ILL. 


NATIONAL HOUSEWARES 
MANUFACTURERS ASSOCIATION 


Incocporeted not for profit 


EXECUTIVE OFFICES: 1140 MERCHANDISE MART 
CHICAGO 54, ILLINOIS, PHONE: DELAWARE 7-8585 








New Consumer 
Magazine Announced 


ter Living, a new monthly n 
s er magazine to be sold exclusively 
througt erated by members 
f the Super Market Institute, wi 
uke its debut with the May, 1951 
mo sale Thursday, April 26th 
a rding to Edward W Miller, put 
the new magazine, and 
laude Edwards, president of Super 


Market Institute 
Backed by the McCall Corporation 








' oe were lated 
A as een, «6Closely)§«=«6assOCciated 
with super market operators since 
1927 tter I ; i" } it 
1937, Better Living will have as its 
edit in et Christine Holbrook 
with Better Homes Gar 
Dries neal: ak Sats Bed CHRISTINE HOLBROOK 
MT a) | aaa x evan} 
equipment editor; Hildegarde 
rmerly with McCa wil : amuels, managing editor 
: and beauty editor and addition to Edward W. Milles 
ent and publisher, management 
ide | I Smith, vi 
“= 7 side 


McQuiston Named Vice-President 
Of Metropolitan Edison Co 


re O. McQ " ‘ 
r lent of the Metr 
Reading 
ri manager tor 
Met lita i his new st 
l ie t ipervise the 
ESTHER KIMMEL ‘ § Sales act 





WATCH THIS PUBLICATION NEXT MONTH FOR A STARTLING OFFER 
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Over and above its 3/2-million circulation, 


Better Homes & Gardens is plenty olG in many ways that benefit your business 


it Better Homes & Gardens 1s 


nile al 









Serving 2 SCREENED MARKET of 3%-Million Better Families 
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(A dwertisement) 


HALLICRAFTERS WINS CONSUMER DEMAND WITH DYNAMIC TUNER TV 

Unprecedented consumer demand for resistance to a new development would ma stomers enter their store asking 
Pape spr precision television sets © prevented before it could start for the “set with the dynamic tuner 
the result of the company's all-out » hfe comy , T 

4 ad / “ — And so it has, say field reports reach and ash for the comparison test. The 
an vertising campaign. Featuring «he Hal actual test is one which clearly demon 
4 ‘ ‘ b led bv H re allicrafters’ beadquarters in Chi . : 

yoamic tuner fret eraided ’ : rt fone nan: elidn osett strates he advantage by showing the 

" ro ne la inet a >| ae 
crafters only five months ago. The con ‘. - — r wae picture quality to the buyer before his 
peign has gone far beyond the stage d-style hand-wound coils with precisior ry eves. While there are numerous other 
nted circ pparently « 4 : 

comsumer acceptance and now enters int inted circuits is apparently one of those hinical improvements in the new Halli- 
the field of consumer demand. The entir« nce in a lifetinne inventions which rafters, none can be so readily seen and 
effort has been wm get the consumer aptures the imagination of the publi a iated the buyer. The dynamic 
compare and t get the dealer to make And dealers by their enthusiastic pr tuner has that quality and because it does 
this comparison loce that mn pariv otion have demonstrated that they tox * paying off, the compat states 
was made the company planned any sales are thoroug? sold Dealers report that 








hallicrafters 
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Precision 





A New 
Precision TV 


Price 


— 


Leader! 


The 810-C€ 


16° Rectangular Black 





Tube Table Model; with 
famed 


Hallicrafters 


TV chassis 


Precision 


and SELL... at $23999° 


*PEDERAL EXCISE TAX INCLUDED 


Priced to Please. 


Magnificently styled in rich-grained mahogany leatherette. 
Includes color circuit connector for electronic or 

mechanical converter, phonograph input jack, and built-in 
Silver Vortex antenna. With Hallicrafters precision 


performance, it is television’s GREATEST buy! 


hallicrafters 


ALS a Precision TV 
-_ 





WORLD'S LEADING MANUFACTURER OF PRECISION RADIO & TELEVISION + CHICAGO 24, ILL 
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PRETTY CLEAR IMAGE, EH? NOW I'LL OPEN 
THE CABINET DOORS! 


Economic Currents 
oe CONTINUED FROM PAGE | 6 qemeeeee 


tavor 
dollars 
tf course, it could suggest that people 


eopie in generai are voling in 


f having instead of 





ire going broke, so far as current 
me concerned, But that sugges 
n I lidated by the fact that so 
alle ble income income 
individuais alter taxes) is run 
ng a n annual rate of $102 bil 
n, the grhest rate on record 
Also the rus! of wholesale rice 
rease since the shooting started 
Korea is now seeping t gh < 
he reta markets to encourage the 
et i w is the I ) 
t er in to save lr Lie ere 
easin incentive est in 
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OF CO RSE, IF 
USED MODEL 


YOU'RE INTERESTED IN A 
WE'LL HAVE TO VISIT OUR BAR- 
GAIN BASEMENT 
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3,000,000 
GAS RANGES 


The Biggest Profit Bundle 
in the Major Appliance Business 


Sales of Gas Ranges reached new all-time highs in 1950 
— Sales of “CP” models doubled 1949 figures. Proof 
again of the ever-growing demand for top quality gas 


ranges from coast to coast and border to border. 


But that’s only part of the gas range story. Gas ranges 


rate “tops” as money makers for dealers. Here’s why. 


8 Gas ranges, percentage-wise and dollar-wise, pro- 
duce the best return per $1000 invested in major 
appliance stocks. 


Es] Gas ranges pay 10 to 20% more gross profit. 


@ = Gass ranges built to “CP” standards pay up to 30% 
more gas range profit without an added penny of 
handling costs. 


Every day more and more women are learning that 


modern automatic gas ranges cost less to buy, less to 
install, less to operate, less to maintain than any other 
type of modern cooking device. Every day, more and 
more are looking for the “CP” trade mark as a 
nationally-recognized, unbiased buying guide to top 


quality ranges. 


And sales opportunities in the future will be greater 
than ever. Today, 27,000,000 homes cook with gas... 
15,000,000 gas ranges are more than 10 years old... 
more than 1 out of every 2 homes, right in your neigh- 
borhood, still needs a new gas range. 


Ride the popularity wave — push modern gas ranges 
for top appliance profits — push “CP” models for top 
gas range profits in 1951 and make up to 30% more on 
every cooking appliance you sell. 


“CP” is the top buying guide cand the top profit builder 
in the major appliance field today and every day. 


Cddenmlte Gite. Kithjt ®Un, 


Ask your gas range manufacturer foday te give you the facts on 


“The Gas Range Profit Story.” 


AB + ACORN + BLUE-BONINET + CALORIC + CLARE + CROWN + DETROIT JEWEL + 
ESTATE + GAFFERS & SATTLER + GARLAND + GLENWC,OD + GRAND + HARDWICK 
* INGLIS-TAPPAN + MAGIC CHEF + MAYTAG DUTCH OVEN + MOFFAT-ROPER «+ 





OCCIDENTAL + ODIN BEAUTYRANGE + O'KEEFE & MERRITT + ORIOLE + PERFECTION 


* ROPER + SPARK + TAPPAN + UNIVERSAL + WEDGEWOOD + WESTERN HOLLY 


MERCHANDISING—DECEMBER, 1950 


Gas AppLiIANCE MANUFACTURERS ASSOCIATION, INC. + 60€. 42nd St., New York 17,N.Y. 


For ail types of gases, in cities, towns and on farms. 













iRISH STEW , } ert okin ’ > Pot O'Brien LITTLE DOGIES that didn’t get along provide the makins’ of Gene Autry’s 
, i A he xe box distributed favorite. Veal Chops California. Autry, seen on + wn shows and CBS 
i tilitee te jrien's fav ‘ will be featured with his wife in EE! advertisements 


ELECTRIC COOKING, wit! ‘ a ’ ' f } 3rod ” 


Mos “ 


HOW THE 
STARS COOK 


They do it electrically, of course, as EEI’s new pro- 


motion will prove to consumers across the land 
with bookets, pictures, ads, display material and . he or UF 
the recipes of the stars themselves ie t} ic aes Joaiaaaomatprer sat : ee ena 
participat- 
End 
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6 million 











4a 4a 
water heater “salesmen 


who Nui Agu dy WO | 


Twenty-six million salesmen who never say 
anything’ Can that be possible? It is and 
many of them are working for you right now, 
in your territory. These “salesmen” are the 
26,000,000 electric clothes washers and dish 
washers now in use throughout the country 
Every one of these appliances bought by your 
customers becomes a silent salesman for Elec- 
tric Water Heaters, because it can do its job 
properly only when there is plenty of hot 


water whenever it is needed 


The same principle holds true every time 
you sell an electric clothes dryer or electric 
range. True, they don't need hot water like 
the other two appliances—but they, too, help 
to sell Electric Water Heaters. That's because 
when a home is wired for them, it’s easier and 
costs less to install the water heater. 

So when selling any of these other appliances, 
always be sure to ask what type and size of 
water heater your customer now has. You'll be 


surprised how easy it is to sell Electric Water 


Heaters this way, and how many actual installa- 
tions result from this approach, Try it, prove 
to yourself how successful it is. 

Even if you don't make the water heater sale 
immediately, put each customer who has an 
electric clothes washer or an electric dish- 
washer on your hot prospect list and follow up 
frequently. The job is made still easier by the 
fact that people want electric hot water. Indus- 
try figures and surveys show that. More people 
all the time are buying Electric Water Heaters. 








ALLCRAFT BAUER BRADFORD 


They’re what people want! 


ELECTRIC WATER HEATER SECTION — Notional Electricel Menut * Associoti 
- CRANE-LINE SELECTRIC 





- CROSLEY - DEEPFREEZE 


155 East 44th Street, New York 17, N.Y. 
FAIRBANKS-MORSE 


+ FOWLER 


FRIGIDAIRE - GENERAL ELECT“IC - HOTPOINT - HOTSTREAM - JOHN WOOD - KELVINATOR - LAWSON - MERTLAND - MONARCH 
NORGE - PEMCO - REX 
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+ RHEEM - SEPCO - A.O. SMITH + THERMOGRAY - TOASTMASTER - UNIVERSAL - WESIX - WESTINGHOUSE 
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LINE 
.GAS HEATING AT ITS BEST! 




































You can sell Humphrey Gos Heating equipment with confidence 








that you are giving your customers complete satisfaction in 











styling, heating performance, and political operation 






































Phamphrey (RUTORS Unsur- 


passed in ability to produce fast, clean 
-_ 











modern, beautiful styling 














low cost Iwo models 
Open front Radianthre Circulators and 


Closed front Royaline Circulators 


operation 








eT RAI. yer 









































Phramphrey RADIANTEIRES One of 


the most popular gas heaters ever made 

abundant, satisfying heat with all 
the cheerfulness of an open fire. Vented 
and unvented models . . . manual or 
automatic operation 
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ae 
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tor bathroom, sunroom, den playroom 
and many other places where economi 
cal auxiliary heat is needed. Recessed 
im the wall or mounted on the wall 
Easy to install 
























































There is no substitute for experience. For more than fifty years 
we have been designing and building gas 
heating equipment exclusively that ‘s 
why there is no finer line of gas heating 
equipment made. Write for dealer informa- 
tion on the Humphrey Line 


GEVERAL GAS LIGHT COMPANY 


KALAMAZOO MICHIGAN 

























































































































Manufacturers Sales 
Appliances and Radios 


COFFEE MAKERS (Metal and 
Glass) 


(NEMA Member Seles, Not Industry) 





Sept. 1950 171,117 

Sept 1949 59,478 

9 Mos. 1950 796,233 

9 Mos. 1949 342 B08 

% Change versus 1949 

Sept. 1950 +187.70% 

9 Mos. 1950 +132.27% 

vedere CLOTHES 

(M , American Home Laundry 
ym 

Sept. 1950 31,399 

Sept 1949... 10,800 

9 Mos. 1950 215,144 

9 Mos. 1949 57,244 

% Change versus 1949 

Sept. 1950 +190.57% 

9 Mos. 1950 +275.84% 


FREEZERS, HOME AND FARM 
(NEMA Member Seles, Not industry) 


Sept. 1950 62,843 
Sept 1949 31,194 
9 Mos. 1950 471,651 
9 Mos. 1949 245.530 
% Change versus 1949 

Sept 1950 101.46% 
9 Mos. 1950 92.10% 


HEATERS, CONVECTOR AND 
RADIANT 


(NEMA Member Seles, Not Industry) 


Sept. 1950 115,407 
Sept. 1949 129,706 
9 Mos. 1950 344,929 
9 Mos. 1949 242,969 
% Change versus 1949 

Sept. 1950 11.02% 
9 Mos. 1950 + 41.96% 
HOTPLATES 

(NEMA Member Sales, Not industry) 
Sept. 1950 57,768 
Sept. 1949 37 332 
9 Mos. 1950 350,827 
9 Mos. 1949 223,285 
% Change versus: 1949 

Sept. 1950 54.74% 
9 Mos. 1950 + 57.12% 
IRONS 

(NEMA Member Sales, Not industry) 
Sept Beh abbecode 676,256 
Sept 1949 432,826 
9 Mos. 1950 4,011,444 
9 Mos. 1949 2,861,250 
% Change versus 1949 

Sept 1950. . +56.94% 
9 Mos. 1950 + 40.20% 
IRONERS 


(Industry estimate by American Home 


Leundry Mfrs. Assn.) 
ma” Wacsaces 41,400 
Supt. 1949... 27,700 
9 Mos. 1950 281,000 
9 Mos. 1949 216,900 
% Change versus 1949 
Sept. 1950 + 49.46%, 
9 Mos. 1950 +29.55% 


TELEVISION RECEIVERS 

(Industry Est. by Radio-Tel. Mfrs. Assn.) 
Sept 1950 817,157 
9 Mos. 1950 4,963,759 


DECEMBER, 1950— 


ELECTRICAL 


RANGES 

(NEMA Member Seles, Not industry) 
Sept. 1950 156,216 
Sept. 1949 93,045 
9 Mos. 1950 1,218,186 
9 Mos. 1949 692,960 
% Change versus 1949 

Sept. 1950 +67.89% 
9 Mos. 1950 +75.79% 
REFRIGERATORS 

(NEMA Member Sales, Not industry) 
Sept. 1950 535,002 
Sept 1949 326,149 
9 Mos. 1950 4,622,679 
9 Mos. 1949 3,083,951 
% Change, versus 1949 

Sept 1950 +64.04 c 
9 Mos. 1950 + 49.89" 
ROASTERS 

(NEMA Member Sales, Not industry) 
Sept 1950 38,785 
Sept 1949. . 41,285 
9 Mos. 1950 268,223 
9 Mos. 1949 202,634 
Ge Change versus 1949 

Sept. 1950 6 06% 
9 Mos. 1950 + 32.37% 
TOASTERS 

(NEMA Member Sales, Not Industry) 
Sept 1950 506,477 
Sept. 1949. 318,725 
9 Mos. 1950 2,575,143 
9 Mos. 1949 2,196,490 
% Change versus 1949 

Sept. 1950 + 58.91 
9 Mos. 1950 17.24" 


VACUUM CLEANERS 
(Industry estimate by Vacuum Cleaner 
Mfrs. Assn.) 


Sept. 1950 327,524 
Sept. 1949.. 250,036 
9 Mos. 1950 2,643,901 
9 Mos. 1949 2,094,965 
% Change versus 1949 

Sept 1950 + 30.99% 
9 Mos. 1950 +26 20% 


WAFFLE IRONS 
(NEMA Member Sales, Not Industry) 


Sept. 1950. 82,661 
Sept 1949 82,352 
9 Mos. 1950 272,246 
9 Mos. 1949 406 665 
Se Change versus 1949 

Sept. 1950 , + 38% 
9 Mos. 1950 ~ 33.05% 


WASHING MACHINES, STAND- 
ARD (Electric and Gas Engine) 

(Industry estimate by American Home 
Laundry Mfrs. Assn.) 


Sept. 1950.... 424,043 
Sept 1949 357,281 
9 Mos. 1950 3,093,030 
9 Mos. 1949 2,163,070 
% Change versus 1949 

Sept. 1950 +18.69% 
9 Mos. 1950 + 42.99% 


WATER HEATERS, STORAGE 
(NEMA Member Sales, Not industry) 


dept 1950 80,306 
Sept 1949 51,211 
9 Mos. 1950 586,908 
9 Mos. 1949 384,853 
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Lon, oaks can’t grow from bination of industrial advantages unequalled elsewhere 
—_— little acorns without room in the world 

P for deep roots and spreading branches. And room to Whether the requirements of your business are those of 

grow is as essential to industry as it is to mighty oaks. a characteristically compact industrial area or those to be 

found in smaller but easily accessible cities beyond, the 

Chicago and Northern Illinois area offers the wide diver- 

sity to include the type of space you need. 


Here in an area of 11,000 square miles, Chicago and 
’ Northern Illinois, there is a multitude of desirable plant 
sites all within easy access to the greatest industrial center 


of the United States, and yet all offer that advantage 4 LETTER TO US... deserit lib 
, . mE . . a t describing your requirements wi ving 
which is so essential in these days of industrial expansion you @ careful analysis of this area's advantages as they apply to 


] . Iie 
—decentralization and room to grow. your business. Or, if vou wish, we will send you a carefully 


: screened list of the available buildings or sites that would be 
- » > . . , 
Add to this the tremendous facilities in Chicago and suitable for your operations, based on the information you give us 


Northern Illinois for transportation, marketing, research, We keep all such inquiries confidential. Just write us 
education, culture and good living and you have a com- 

















Industries in the Chicago Area have these outstanding advantages: Railroad Center of the United States * World Airport + Inland 

Waterways * Geographical Center of U.S. Population * Great Financial Center * Ihe “Great Central Market” © Food Producing and 

Processing Center « Leader in Iron and Steel Manufacturing * Good Labor Relations Record * More Than 2,600,000 Kilowatts 
of Power * Tremendous Coal Reserves * Good Government + Good Living * Good Services for Local Tax Dollars. 


TERRITORIAL INFORMATION DEPARTMENT 
Marquette Building— 140 South Dearborn Street, Chicago 3, Minois—Phone RAndolph 6-1617 
COMMONWEALTH EDISON COMPANY «¢ PUBLIC SERVICE COMPANY OF NORTHERN ILLINOIS 
WESTERN UNITED GAS AND ELECTRIC COMPANY «¢ ILLINOIS NORTHERN UTILITIES COMPANY 









ELECTRICAL MERCHANDISING—DECEMBER, 1950 


a ce 


eS SE EPO ONCE SE tA tt 


© ene 







| 
berrentoed by 


bene Ga od e/ 
abeoyent | 


/ 


16 whic feet Ben-Hur, 
Others 65, 125, 20 evlte fear 


Your BEN-HUR Freezer custom 


and time by 


AHEAD! 


ers will suve 


BAKING WEEKS 


money 


Find out today about the amaz 


SEN-HUR MIG. CO., Dept. IM — 634 


SCAU R  coooemcooonco | 


rFooousS 


MEALTMFUL 


tivins 





AIR-FLO svtomatic 


CEILING SHUTTER 





FOR ATTIC FANS 


Built so they can be installed practically 
‘hush with the ceiling. AIR-FLO Ceiling 
shutters present a refined, finished ap 
Their natural aluminum color 
blends with any decoration 


pearance 
eliminating 
and no grille or winter 
cover is required. Furnished in 5 differ 
ent widths 


need for painting 
single panel up to 73" long 
Built-in 
tusible link. Meets fire underwriters’ re 


No operating mechanism shows 


quirements, Write for illusirated catalog 
43A of the complete AIR-FLO line 























AIR CONDITIONING 
PRODUCTS CO. 
2340 West Lafayette Bivd. 
Detroit 16, Michigan 





ing copyrighted Ben Hur 
Prove It 


yon make 


faster 


Keefe Ave 


THROUGH 
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sales clincher 


more freezer sales 


by showing exact treez 


r savings for any family 


FROZEN 


Modern Merchandise 
Displays Need 
LIGHTED MOTION! 


Potosho 


CLECTRIC TURNTABLES 


The ACTION Display Way 


To Boost Your Sales 


New model "712" ROTO-SHO’S two 
way, built-in electric outlet, permits 
novel, self-contained lighting effects 
by means of sliding contacts, as well 
as operation of electric devices while 
ti turntable revolt bree times a 
marvel ¢ hehe turn with table 
There's nothing like i2” wo revolu 
tronize ur window trim and stop 
passersby dead in their tracks. Seurd 
steel « struction, egwaraniced, it car 
es up to 200 Ibs. 18” diameter table 
Allover heighe just A.C. only. Re 
nember ROTO-SHO is the ridest 
name turntables 





TODAY 
' (ali mformation and ur ” 
ete ROTO-PRODUCTS stale’ 


For winning displays, write 


GENERAL DIE AND STAMPING CO 







Let's 


Helps 


Milwavkee 12, Wisconsin 


nn. Y 














Offer Misinformation 
‘Jver (AA) persons im the m- 
istry now read Television 
Mis- Information a magazine 
e Sheld Electric 
anufa re \ ture 
i ry r at ts 
ir ge adership for future 
3 5 et firm has left its 
ailing list pen for those in 
the trade who would like to re- 
ceive the free agazine—whickh 
ains riaterial exactly oppo 
t if $ atte on-getting 
but misleading title 
September-October issue, 
for example mtained articles 
n television's role in a war, a 
dis ion of tie-in sales, sug- 
gested business practices tor 
t evision technicians and 89 
ther items 
Potential “subscribers” should 
write the Sheldon Electric Co., 
Irvington 11, N. J 








resaix ers 
e or ¢ $909 et 
f al ff al 


reguiar gar 


bage colle 1 that individual 

lisposition was unsatisfactory. In 

addit e¢ town has a new $30 

MK) sewag sposal plant and feels 
tallation of the disposers w 

j lant to maximum use 











Second Town Adopts 


Garbage Dis 


posers 


The use of garbage disposers to 

ve municipal garbage lection 

»blem caught on in another small 

lwestern city last mont 

ate 1 October Mayor Fred 
nover, Jr., of Herrin, Ill, a 

meced that the ty had gone into 

4 h of the kit liance 

th the use of an 

G-I isposalls 


DECEMBER 


Color Rainbow 


One TV manufacturer, at 
least, has succeeded in finding a 


pot of gold at the end of the 


color rainbow. 

Large newspaper ads in eight 
major ties by Kaye-Halbert 
Corp., not only allayed consumer 
worries over the advent of color 


TV but led to the “largest week's 
volume” in the firm's history, ac 
cording to president Harry Kay 
he ad featured a large car 
of “The Thinker” with copy 
in the form of dialogue between 
the statue and “K-H”. By the 
end of the brief debate, the 
skeptical “thinker” had been con- 
vinced 


toon 


that “tonight will never 
be here again” and had decided 
to buy a Kaye-Halbert set 


rhe unusual ad drew favorable 
response from Kaye-Halbert dis- 
tributors, parts suppliers and 
local chambers of commerce. It 
was prepared by the Vick Knight 


agency under the direction of 


Myron Blackmar national sales 
anager and director of adver- 
tising for Kaye-Halbert 














1950 


ELECTRICAL 


WATCH THIS PUBLICATION NEXT MONTH FOR A STARTLING OFFER 














MERCHANDISING 


ALREADY PRE-SOLD 
FOR YOU! 


; 
¥ 
: 
: 
3 
: 
z 
q 
: 


Len (ke.the Comanin. (aaa 
a YU CN 100 a 


Toastswell Automat 


PT ELE ARS AE RRR ee * 


Toaster 
Don’t miss these Christmas-shopper erator space. Wonderful for Christmas 7 
stoppers. Make counter and window and holiday parties. Universal Coffee 
displays out of these timely articles in 
the December CoMPANION y “How to Stretch a Refrigerator” — how ae 
to clean it beforehand, package leftovers Universal stroke-sav 

“! Don't Want To Spend More Than...” . 

i inexpensive gifts os the house, includ- properly, St in extra hotiday suppltes. side 
ing electric egg cooker, electric serving 
tray, electric deep-fat fryer and others. 


mat 


Universal Cook-A-Mati¢« 


stinghouse Frost-F 


Refrigerats 

Yar Christmas and throughout the year ee 
it’s good business to highlight merchan- Westinghouse 

y “Give Yourself a Holiday” — an electric dise advertised in the COMPANION (listed ! Roaster-Over 


‘ 
roaster for the turkey; wise use of refrig at right). Wegtinghouse 


Sper d-Electric Rang 


ri White Sewing Mach 
: Average Circulation: 
| i\% | | More than 4,000,000 "a rival win Kiterng 
. a | j i . Automatic D r Y 
Chunar Ne -Hhomee | : 
Fe ¥ i | 


oungstown * 


Electric Sink 
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The 15 cul ft. Chill Chest meets the popular demand of 


families everywhere for larger food storage and freezing 


capacity of fresh foods in the home! 





Display Spoce 








For Complete Informotion Write 





REVCO, INC., DEERFIELD, MICHIGAN 


1454 Merchandise Mert 














Civic Welcome 


DISTRIBUTOR NEWS 





Elliott Lewis Observes 
Forty-Fifth Birthday 


4 as 


Bettinger, Haas, Organize 
Louisville Distributorship 


Cust S. Bett 


sales manager 


O. Ha 


A. K. Leach, Veteran 
Distributor Dies at 48 


MAYOR William Beardall of Orlando, Fla. (in shirt-sleeves), congratulates 


‘ : Troy Brown, president of Raybro Electric Supplies, Inc., on opening of firm's 


Boston Firm Wins Harvester new Orlando branch 


Refrigerator Sales Contest 
Milton Hollis 


GESCO Districts in Utah, 
Pennsylvania Make Changes 


Perkins 


} manager 


Lewis B 


tr a ml orn 
ipply ¢ 
succeeding 
newly app 
‘erkins was 


Wilson Named To WESCO . : or 


” sales division 


Sales Promotion Post In the Salt Lake City 


RTA Distributors, Albany 
Realigns Sales Force 
Daich, formerly a 


, has been named to 


] D Wilson torrseri 
ern Utah as a supply 

Gale Patterson suc 

us lamp specialist and 

iy replaces Patterson in 


ghting department 


Lintner Made Sales Manager 
For Myco Automatic Sales 


Mark 


Judson C. Burns Remodels 
Philadelphia Showrooms 


sive remodeling ot 
ms and offices of Tudson ( 
Philadelp} 


hiladelphia distributorsh 


rovide the firm with more tha: 

times the splay space 
area att 
erly use: 


is beer 


San Francisco Distributor 
Appoints New Soles Manager 


has been nam 


white go 


Barrett 


Krich-Radisco Is Split 
Into Three Companies 


Chicago Jistributorship, inspects a four page ad > + ‘ ributo f 


OFFICIALS of R. Cooper Jr 


w r in the Ch 9 Tribune in mid-October From le to right ore ‘ \ produc Associated 
R per Jr R. Dougla Cooper hn W. Pork, R. T. Cragg and Otto R Ln will 
with the Tribune and Allied 
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Others (from left to right) are H. Stewort Johnston 
# the Orlando Chomber of Commerce 


Bill Faulkner, branch manager, and 


secretory treasurer of Raybro 


Distributors-New Jersey, Inc., will 
listribute HRendix appliances. Mas 
Krich, formerly president of Kr 
Radisco, said that the firm's man 
agement felt strongly “that this re 
rganization is in the best interests 
{ management and dealers alike 

J Warren Russell has bees 
named vice-president in charge of 
es for Allied Distributors. He 
was formerly metropolitan New 
York and New Jersey division man 
ame for Bendix Home A 


liances 


Chapin-Owen Plays Host 
To Rochester Lewyt Dealers 


The second annual Rochester 
ea Lewyt convention was held 
tober 16 with Alex Lewyt intr 


lucing his firm's 1951 model 


ver 200 dealers and salesmen 
cials of Chapin-Owe 
ter, N. Y., distributorship 

Lewyt ad 
ising program 

While in Roches P 

ssed the lesman’s Executiv 

at a luncheor meeting t 

the local Chamber of Com 
I tric Asst ind the In 


Advertis« club were m 


Schwarz and Fishman Named 
To Posts with Fruchter 


Tarloff Named Sales Manager 
For Toledo Appliances, Inc. 


Lawrence larloff has been ap 
pointed neral sal imanager of 
role ie Toledo 

I the electrical 

Tarloff has beer 


r the past 
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Bendix Home Appliances, inc. yew POSITIONS Radio Corp. of America 


Admiral Corp. Schick, Inc. 








owl 


PRANK 5 RYAN JAMES M. TONEY 





h rank Ryan has be M l ey advertising 
tor { advert g and inag f e | Ah nst 
' ‘ | I e Aj rtmer as bee ap 
; . He wa rmerly a CHESTER G. GIFFORD inted director of public relat 
ng a : t tio the RCA Victor livisior ( 
T f ca ul Mig. | W. Walt - ies Cisse: 0. Ciliees hae hem Radio ¢ f America. He has q 
os _ advertising nage f Adi al named executive vice resident t een WH the firm since 1943 
” chick, Inc. He had been with th 
in for t mpany He firm from 1940 to 1948 when he t k 
" " ‘ wit W ter-¢ 4 position as general sales manager 


WV est ® J " i ft ( f Swank Ir He has a been Hotpoint, Inc. 
, RCA ‘ with McGraw Electric ‘ 


PW I ty 


H 1 G. Haa " eect ame T 4 eph ha ned t 
i f ‘ t a yal Va i 4 a 
‘ M Mig. He ( a ul representative. He 
‘ ant x ‘ c n ca held 
5 " f " t recent va 
iy “ 1 i 
ied w ‘ iw 





Mullins Mfg. Corp. 





PRANK £ JOHNS EDWARD R. TAYLOR 


FPN 














C. 0. ALDERMAN 0. F. RUCKS, JR 





CHARLES M CAMPBELL JOHN F. Mc T4NIEL 





| . , Wa ormerly vice 
. amas . reside arge of marketing for 
. Hot t as been named de 
M . ‘ nator tor the company 
MY ard R aylor, who has been 
. ma iger f r the firm has he en 
| ut general sales manager He 
. arge of staff and fun 
aaiee : nal marketing activities in Chi 
. ’ ‘ ve ig a Ww direct the firm's 
b yw ' , \perating 
° , 
: Brig M ‘ 5 
‘ ew 1 
wa N v . 7 
| t 
| M |. ONDO J. A. RISHEL, JR 
| inager 
} 


. A ‘ ‘ 2 nat i sa 

; : : 
Mrs. Lorane ( ' M M ig p. H ‘ anager a a Capehart-Farnsworth Corp. 
as bee : 1 hy ‘ M 1938 sa \. Rishel 

southe R P " y D. I anage al ince Emer hickma J eer 

Harvester's g " " c a assistant sales a 1 special sales sentative for 

as been wit t rt aa ta sa nag ules a anag ~ appliance apehart-F arnswort the New 
ears k i sa Yor gion 
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REFRIGERATORS 





Space N 
$26.2 
- 
508.09 A 
? 17 & 
§35.37.A 
Gibson Retrgerators C 537.385 
Hotpcant Ia 13.38-B 
Ideal Steel Products C 17 Q@11 


Internahona! Hervesfer C 
Kalamasco Stove & Furnece € 5i2-B 
Kelvinator Div., Nash-Keivinator Corp. 513-15-A 














King Retrigerato: Corg 17 33.34 
Landers Frary & Clark 547.8 
Leonard Div, NashKelv « Comp... 513-15-A 
Lindemann & Hoverson Co, A.! i? P.-42-43 
Nor Div, Borg-Warner C $21.22 
ot an 
“4 me Aps ances L 
Lees m Steel Produ ls 447.45 
Samtary Retrigerator C 528 
. tv Is 536.8 
house Elect 5 345438 
Zenith Machine Compas S40.( 
REFRIGERATORS ICE 
e Cooling Appliance Corg a 
King Retrigerator Cory j “4 
Maine Masulacturing ( The 37.38 
Modera Retrigerator C ] 1 l 
anitary Refrigerator ¢ ¢ 
DISHWASHERS 
Apex Rotarex Cory 17 909 
Champion Dishwashing Mach. € 2453 
General Elect c 7-A 
Hotpoint Is 33-35-B 
Key Way Cor; 512-A 
Thor 1 508-B 
Westinghouse Elect 345435 


FANS & AIR CIRCULATORS 


Dearborn Stove ( 8A 
Fresh nd-Aire C 108 
General Electric C 535-37.A 
lnternational Oil Burner 512-A 


Norge Div., B 
Phileo Cory 


rg- Warner ( $21.22 





Queen Stove Works, la 78-77 
atton, Corp., O. A 

The V adotan Div 7 55-56 
Welch ww 74 
Westinghouse Electric Cory “ 14 543-B 


VACUUM CLEANERS 





Apex Rotarex Cory »0-9 
kK Company 35.3€ 
Clements Mig. C 7 68 
Gooner al El ectri ¢ 535.37.A 
Holland Rieger Di 

Apex Rotares ( rT ) 968.99 
Hoover The 5445 
Le cant ary & Clark 547-B 
Lewyt Cory r* 
Regina . 2146 
Royal Va am Cleaner C 2-103 
Westinghouse Electric Cor; “i 34 5438 


KITCHEN CABINETS & SINK 
UNITS 


Frigidaire I 


veneral Motors ¢ 5 B.O9-A 
General Electric ( 5-37-A 
Hotpoint In 533-35-B 
Keivinetor Div 

Nash-Kelvinator Cory 51D-1S-A 
Marvel Metal Products 7 39 
Menge! ¢ Cabinet Div 17 834 104 
Palley Manufacturing ( 84 85 
Scheirich Co., H. J 24 
Thor Corp 508.B 
Westinghouse Electric Cory 501-03 & 543-B 


ELECTRIC BLANKETS, 
QUILTS & sateerhiall 


General Electric C I7-A 
Westinghouse Electric Corp $0103 & 543.B 


WATER HEATERS 


Coleman Co., Ir The $2 
— eere Appliance Div 
t Products Cory 











Des Yuan Die Motor Whee 5 ' 
Evans Products C 4iB 
Frigidaire Div 
General Motors C 2.09-A 
General Elect \ 1A 
Gray & Dudley Compa 2 
Hotpoint Ls 533-35-B 
Kalamaesoo Stove & Furnace 2-B 
Ke ator Div 
Nash Ke ator ¢ 5 SA 
La t ary & ark 47.B 
Le Nash-Kelvinet p § A 
Li ann & Hoverson ( A P424 
4B 
re ] 
“4 
Quee towe Works, I 7 
Presteline Home Appliences [ 
Leeson Steel Products 447 48 
¢ 
7 * 
& 543-5 
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WASHING MACHINES 


Space Na 





Attorter Bros. C 541.42 
Apes Retares Cory i? 83 
Appliance Miy. € SIOA 
Automatic Washer C $03 
Barton Corp., The S49-A 
Bendis Home A 539-A 
Burtman Blectri 1735-36 
Blackstone Cup S44 A 


Cunlea-Mouse Corp 4 
Detrott Vapor Stowe Div 











Borg Warner Corp 513-8 
Frigidaire Dav 
General Motors C 7: §08.09-A 
General Electne C 535.37.A 
Holland Preger Div 
Apex Rotarex Corp i? 36.99 
Horton Masutacturnng € $ii 
Hotpoint Lac $33.35-B 
Kalamaesoo Stove & Furne $128 
Landers Frary & Clark 547.8 
Leunder King Ie ila 
Norge Div om Warner ( 5 21.22 
One Minute Washer C 1? 995 
‘ rs 530 
508 B 
Westinghouse Elect: Corp 3 4&4 543-8 
Whirlpool Corpo: athon $46! 
Zenith Machine Company 546 


RANGES & STOVES 


Rpece Noe 
Admiral Corp $26.27 
As moola Furnave Cx 
a Mig. Co, ln 8.08 
American Stowe C $18 
Athens Stowe Works, lo fo4 
Atlanta Stowe Works, I The 17 72-72-A 
Auto Stowe Works S46-A 
Boston Stove Foundry € 17 6S 
Caloric Stove Corp 519 
Calemans Co. lnc, The $25 
Comstoct Castle Stowe C 5468 
Conlon Moore Cor 504 
Cribben & Sestoa S3GA 
Crown Stowe Works S31 
Deeptreerse Apphance Div 







Motor Producte Corp i7. 1 
Detrost Vapor Stowe Div 
Borg Warner Cory S135 
Disie Foundry C Inc 824 
Eagle Foundry Cx 547.A 
Estate Stowe Co. The $23 
Frigidaire Div 
General Motors Corp §086.09-A 
Gibeon Retr gerator Ce 537.368 
General Elects 535.37.A 
od Home Applance oe 17 3.31 
Gray & Dudley C 5158 


AMERICAN FURNITURE MART’S 


WINTER MARKET 


January 8-19, 1951 


More than 90 per cent of the na- 
tion's appliance production shown 


under one roof. 


Facts, figures, ideas needed for 
operating in a defense economy. 


Write for 
Admittance Passes 
Today 


nln f &e 


' Sswoer oOerve 


DRYERS 








Apex Roterex Corp 17 90.93 
e Appliances, In 539-A 
S44 A 
Conlos-Moore a $04 
Frigidaire Div 
seneral Motors Corp 508-09-A 
General Electric C $35.37 
Hamilton Manulectunng Co 42 
Horton Manule turing & l 
Hotpoint In $33.35-.B 
Thor Corp §08-B 
Westinghouse Electn 501.03 & 5S43-F 
Whirlpool Corporation 546.[ 
SMALL APPLIANCES 
Arvin ladustries In 44) 4: 
firtman Electric Company 7 35% 
leman Co., Inc, The §2: 
Dormeyer Cory 295 
General Electric € §$35.37.A 
Hoover Co, The 544.8 
Landers Frery & Ci 547 f 
Lonergan, Vir sy 204 
Plastrey Cor; 48 
Prentias Wabers Products € S49 A 
Wearing Products Cors 298 
Westinghouse Electric Cory x 3 & 543.5 
Winsted Hardware & Mig. ¢ 20 
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AMERICAN FURNITURE MART 






























“ ac ' ‘ * 


Hardwick Stowe C« 1830.31 
Hotpaint Io 533.35-B 
Kalamazoo Stove & Furnace C« 512.8 
Kelvinator Div 

Nash Kelvinator Corp S13-15-A 
Landers Frary & Clark 547.8 
Leonard Div, Nash Kelvinator Si3-15-A 
Lindemann & Hoverson 17 P4243 
Majestic Mig C 17 6667 
Modern Retrigerator € 17 100.10 
Norge Div. Borg Werner Corp $21.22 
Oaklend Foundry ¢ 5464 
Odin Stove Manulacturing C 1434 
Partection Stove 

Acorn Oriole Div 17/110-112 
Ph 128 
Phi hry welll Daly. ¢ 630-3 
Premier Stove 513.8 
Presteline Home Applieaces D 

Leeson Steel Products In 447 48 
Queen Stove Works, In 17 78-77 
Roper Corp , George D 529 
Sanray Stove ¢ 17 4445 
Tappen Stove ¢ 539-40-B 
Tennesse Stove Works 825 
United States Stove C 17/5 
United Stowe C 549 B 
Welbilt Stowe Co., Inc 520 
Westinghouse Electric Corp 501.03 & 543-B 





RADIO & PHONOGRAPH SETS 
Spece No 


Admiral Corp $26.27 
Arvia ladustries Inc 441.42 
Bendix Radio Dir 

Bendix Aviation Corp 845-D 
General Electric C 836-37.A 
Hallicralters Co, The 17 31.65 
leckson lndustries, Lax Bas 
Motozala Ia $08.07 
Phileo Corp 128 
RCA Vietor Div. Radio Cory 


of Amernics 232-36 @ 5S40-A 


Sperton Radio Televiewa I 


The Sparks Withington C: 809-8 
Watnaaens Electric Cory 54268 
TELEVISION 
Admiral Corp 826.27 
Arvin Industries, Lax 44)-42 


Bendis Radio Diy 
Bendiz Aviation Corp 848-D 





al Electric © 535. 37.A 

The 17 815) 

leckson Industries, lax e465 

Motorala, Lac 805.0? 

ey ~ Corp 128 
RCA Victor Div. Redio Corp 

of America 252.96 4 840-A 
Spartoa Redio- Television Div 

The Sparks Withiagton Co S00. B 

Westinghouse Blectme Corp 642 5 


FREEZERS 


Admiral Corp $26.27 
Bea Hur Manulecturing Co 
Deeptreese App 

Motor Products Cor 17 1 
ay alee Div 














| Moturs Corp 808.09-A 
Cone: De trie C 835.37.A 
Gibson Refrigerator C 537.36-B8 
Hotpoint Lo 633.35-B 
lnternahonal Harvester ¢ BIOA 
Kalamazoo Stove & Furnace Co 512-8 
Kelvinator Div 
Nash Kelvinator Cor SIDISA 
Leonard Div, Nash Kelvinator Corp SID IBA 
Lindemans & Hoverson Co, A. 17 P4245 
Norge Div, Borg W Corp $21.22 
Phileo Corp 12 





Sanitary Retrigerator Co 


S26 
Westinghouse Klectric Corp 501.03 4 543-8 








Altorter Bros. Co 84) -42 
Ape Rotares Corp 17 90.93 
Armstrong Protucts Ce 17 63 
Automatic Washer Cx 803 
Bendix Home Appliances, In SIDA 
Blackstone he 544A 
Canlon- Moo: orp 504 
Apphance Co 17/32 
daire Daw 

netel Motors Corp 508.09 A 
General Bectric Co 835-37 A 

Hotland Rieger Div 
Apes Rotares Corp 17 96.99 
Horton Menufecturing Co SILLA 
Hotpoint Lac 533-36-B 
lroner Div, Speed Queen Corp 17 86.87 
lromrtte, Ine 51158 
Lenders Frary & Clark 547.5 
One Minute Washer Co 17,/94.95 
Speed Queen Corp 5x 


or Corp 806 B 
Westinghouse Electric Corp 501.03 6543 B 
Whirlpool Corporation 846 D 


HEATERS & CIRCULATORS 





A 4&1 Manulecturing Co 548 
Allen Mig. Co., Inc S108 
American Stove Co 518 
Armstrong Products Corp 17/63 
Atlanta Stowe Works, lnc, The 17/72-72 3 
Chattanooga hoplement 4 Mig Co 17 

Cole Hot Blast Mig. Co 17 7374 
Colema Inc, The $25 
Conlon Moore Cor *4 
Coroaure Heater Corp i7 M 
Dearborn Stove Co 17/68 
Due Therm Div, Motor Wheel Corp 617 
Eagle Found: > 547.A 


Estate Stove Co., The 623 











Evens Products Co 541.8 
Gray & Dudley Company Si6-B 
Indianapolis Stove Co, In 17/40 
International Chl Burner Co SIZA 
Lonergan Manulacturing Co 5148 
Norge Div, Bovg-Waraer Corp $21-22 
daki §46.C 
513-8 
540 A 
Quakes Manulacturing C 516-58 
Queen Stove Works, Inc 17 78-77 
jemuel Stamping @ Enameling C 544 
pioer's Ges Heate In 547.A 
Mights Furnace @ Foundry Co 17 61462 
Tennesse Stove Works 2 
Jasted States titove Co i7 87 
nited Stowe Cx 549 B 
Weibilt St we C Inc §20 
DISPOSALS 
Apex Rotares Corp 17 90.93 
General Electric Co 535.37.A 
Hotpoint Inc 633.35-B 
Westinghouse Electric Corp 601.03 4&4 543.5 
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FIRST 110-volt family-size clothes 


dryer on the market. 


ONLY automatic dryer that licks 


lint and moisture problem. 


| 


ALONE in the budget-price range. 


TAYLOR SUMMER BREEZE DRYER 
—= $139°95 ee, 


West 


: 

coe. TAYLOR CORPORATION 
: ; Slingabouts... 
cbhsolutely essential to my 
; business”... says John V; Prokopy 
{ Prox Home Appliances, Danbury, Conn: 
j 








7 i ‘ ‘We could not get along without Slingabouts 
[ they pay for themselves over and over again 


We 
sincerely recommend them for everyone handling ap- 


pliances " That's what Slingabout protection means 
to this New England appliance dealer. 
bi For your appliances, Slingabouts mean . . . protection, 
thick padding, soft flannel 
with o sturdy sling to aid 
Slingabouts slip on 


fit major appliance makes 





with husky canvas jackets 


j- 


lining handling ease 
SS moving in trucks, r 


and off fast 


frow spaces 


Ask about Wrapabouts for TV sets. 








; WEBS MANUFACTURING CO., 2918 N. 4th St., Phila. 33, Pa. 
| Send Slingebeut prices for model = | 
meke oe : 
j Nome — | 
Check lange 
y E N D | Addrew Appliance )Washer | 
| | 
TODAY i cw State \ (please specify) =| 
| | 
— ee 
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NEW POSITIONS 





Magnavox Co. ind TV fields for 





Automatic Washer Co. 











Hodge C. Morton has been named 
t ale ¢ Automat 
" ( A veteran of 20 yea 
al ance ld, Morton wa 
4 Murray Cory 
Ar i ad I ntrac sales 
livis He 
i 1 t Maytag and 
Frigida 
Arvin Industries, Inc. 
Frank Merritt has been appointed 
theastert listrict manager in 
urge Arv television and radi 
ales 1 ave headquarters 1 
i H : W alt Davis wi 


Arvin's south 


ra t ffices in Dallas 


American Central Division 
Avco Mfg. Corp. 


WILLIAM D. HACKER 


Ansley Radio and 
Television, Inc. 





HOWARD JONES 





SEYMOUR D NEWMAN 
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4 comb 

in @tion 
7 ition en of Wier of 
Or 'rovble-tres 


ficiency 


*sgned 
Sure 


oMeering d 
s 


“wing plea 


é practical ~ 
$x MOD Weoinvt on 
ality hond . 
mahogeny ve" 
249.50 Your cost 


ra Stylish oF 
rubbed 
eers 

$389.50 
oust $ 





NN co 
en. NSOLE Ho 


id con 
Struct, 
ond ed w 


ane ~ 
*List prices include instruction 
booklets wiring, controls, motors 
and nen-jamming snop-out roce 
with 1951 type reverses. 


COMPLETE SEWing CABINET 
& ACCESSORIES , 


Sewing Machine Corp 
1801 PITKIN AVE. 
BROOKLYN 12.N.Y. 
DICKENS 5-2510 
aoe OOOOH 
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NEW POSITIONS 
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j 
Saics 


and 


pos 
pe 


pany 





or 16 years and most re 





k Cherry has been appointed 


manager conditioning 
freezers for Philco Corp Che 
w one with the com 
ith Philco 


cently was 


OFT is a tie 
Cherry has been w 


ral manager the accessory 


il Sa ! age I Pennsyl 
a Rang ler ( manufac- | 
fg and « automatic 
heate He was previously 
U.S. Radiat ( p. and the 

Wi head ( 


ROBERT J. McDONALD 


J. M 


I ert Donald has been ap 
pointed merchandise manager for 
the laundry c¢quipment 
par f the Westinghouse clec- 
tric appliance division He was 
previously with the company’s East- 
. lis ice and has also been 

th Be x Home Applias 
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es and | 
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i renlithie@inineses dioaieede ee 


GRAWLS 


On Roller Bearings 
Up and Down Steps... Over Obstructions... 
Rolls Smoothly Over Fiat Surfaces 





@ Patented Roller 
Bearing Crawler | 
Tread 


tien Aluminum, 
Steel er Wood 


@ Safety Straps 
@ Patented Strap 
Tightner 





The famous 

Crmmter Tread 
—— ore 

-_ 


= — 
A Movable Beit 
Over Bali Bearings! 











Model $.2-5-1 





Never have you or your men experienced 
such complete utility with comfort as that 
offered by the Escort hand truck. No lifting 

no fatigue. Carries a full load safely up 
and down steps, over obstructions. This | 
truck simply crawls over on roller bearings. | 


Write for Catalog. 














tied 


MONTH FOR A STARTLING OFFER 































“The Home of Quality & Service” 
“Columbia's” Cord Assemblies are mode of 
the finest Underwriters Approved cord ond 


plugs Dent deley—send Your Order 
Today! 


Cord Sets for: 


© Radios 

© Refrigerators 
* Portable Tools 

* Electrical Appliances 


© Television 
* Clocks 


eee ee ee ee cee ee ee ee ee ee ee ee ee = 


We stock U/L opplience hookup wire trom 
22 to 16 Ge, 10 colors available 


COLUMBIA 
WIRE & SUPPLY CO. 


2850 Irving Pork Rd, Chicoge 18, Il 


“Metione! Distributors end Werehouse for 
Anconda Denshecth Television ond Radio Wire 
ond Cobles.” 
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Different. because 
econ 
Differeat, because 


Different. because 





the wall; 


THE Kitchen-Aire EXHAUST FAN 
Is DIFFERENT... ! 


‘i 


Dilterent, because it ls FIRE SAFE, grease laden air is NOT drawn over motor: 


Different, because intake grill moy be mounted above cooking range even oo 
inside wall; 


hect loss. operating mechanism is housed in corrosion-tree aluminum. 
Yes. the Eitchen-aire is diflerent. 
@aywhere in new or old houses, keeps kitchens cool and odorless, bathrooms 
@nd recreation rooms tresh and basements dry. 
Advertised in Betier Homes and Gardens. A 


STEWART MANUFACTURING COMPANY 
3202 £. Washington Street Indianep indi 





’ 
i 

; 
‘i 
' 


ordinary 6” stove pipe will serve for making connection 
intoke grill and exhaust fan; 


i ts QUIET. operating mechani is ted OUTSID! 





it is weatherprool, back draft damper protects against 


lt ts electrically operated. can be installed 


Underwriters Approved. 
fast seller: Inquire today: 














 axeateiatetamiaini sae P e 


; eos neeee* aaaeee” 
- 
i (ELE 


' FRANC 


on the morket 
truders by a@ che 
capacity of the 
ungrounded 


os an antenna 


nimum 









e- 


ST eer ty 


LECTRICAL 
Hi 


Yennnueee 


Orrerine the mest rottable. eco 


nomical burglar 


Capacity Operated Alo 


metol 


oO 


tion with little me 


AND R ‘AVAILA E A 


ISES 


Se Ros! 
© SERVICE FI 
- BL 









ELECTRONIC 


Stop “That Thief! 


. BEFORE HE STEALS! 


7m” 5S pertected Cc 
is the result of t 


e Alarm 


olarm system neless research 


El-tronics RAO by EL’ s' Engineers. its reliable 
rom detects expersive operation opens a tre 

ge » the ante a mendous market among homeowners 
installation Any busness ond store owners and vari 
object will serve us public institutions. Requires no 
se simple stalla specialized shill t nstoll. Exclusive 
. ts at territories now available to electrical 

4 4 ser ef ‘ 


Write tedey fer infermetion 






7 on EL-tronics’ Dealer Program 
+ 
a” 
a 
e 
s 
e 
oe 
+ 
e 2647.67 N HOWARD STREET 
e PHA 33. PA 
e 
a 
eeseseee? 


sanassee.~ 





DISTRIBUTORS APPOINTED 





Apex Electrical Mfg. Co 


Moore Equipment, Inc., 
Ohio, has beer 


' At eX appliances 


Dayton, 


named a distribut 


Arvin Industries, Inc 


Edgar A. Brown, Inc., Cleveland, 
Ohio, is been appointed distrib- 

tor f Age rad tel! j 
Barton Corp. 

Nat Nigberg Industries, Los An 
aeles, as been named « " 
West Coast sales age y for Bart 
was 


Coolerator Co. 


A. A. Schneiderhahn Co., 
Moines, 


Des 
Ia., has beer i} ted ‘ 
Deepfreeze Appliance Division 
Motor Products Corp 


Broadwell & Co., St. Louis, Mo., 


Domestic Sewing Machine Co 


R. T. A. Distributors, Inc., Al 
bany, N. Y., are new tr tor f 


ewine 


Florence Stove Co 


Superior Distributing Co., Kansas 
City Mo., : een af nte A 
Freed Radio Corp 

Mayfiower Industries, Newark, 
N. J. Bt ae ‘ 


International Harvester Co 


~at 
« é 


Stern & Co., Hartford, Conn 


McDonald Bros, Memphis, Tean 


Jewel Radio Corp 
E. B. Letham & Co., New York, 


as) | 6(Decn iade a distributor for 


lewel Radio Cort 


A. J. Lindemann & Hoverson Co. 


Peaslee- Gaulbert _Corp., Dallas, 
Texas, has uppointed a dis 
itor i I ecto -H st af plance 


McGraw Electric Co 


Northeastern Distributors, kmc., 


Boston, Mass., has been named dis 


Norge Division 
Borg-Warner Corp. 


Radio & Appliance Distributors 
ne., East Hartford, Conn., has bee: 
' listributor of Norge } 


t i 


Continental Radiant Glass 
Heating Corp. 


Jess Crowe & Co., Marysville 
Calif., has been appointed norther 
Calitornia distributor for Continer 
tal Radiant Glass Heating Corp 

acTarmment 


New York. Dealers in S: 
I served by Robert 
Hil ring that ar for 


Kaye-Halbert Television 


Wholesale Radio & Supply Corp 


i een nat listr utor 


One Minute Washer Co 


Corwin Co., Angeles, 


as , ‘ ’ of 


Los 


‘ 
One Mi 


Philco Corp. 


Betco, Inc., Louisville, Ky., has 


een named a distributor of P 
lucts 


pr 


Norge Division, Borg-Warner Corp. 


R.T.A. DISTRIBUTORS, Albany, N.Y 
2s pres 


leon r or . 
Ve pence Oks OF 


DECEMBER 1950 


become distributors 


dent Harold Gabrilove signs a fr 
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of Norge appliances 


nchise Norge regional sales monoger 
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=< wens 


— he was on his way to 
..as usual . 


Pe 
_ 
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{clio ad¥o ee CARI ‘ gsual) < 
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A non-profit orge 
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Cotumtias 


‘INSIDE SALESMEN’ 


SNAPPY 






WOT aad 





are working for you!“ 


THEY WORK WONDERS FOR YOU BECAUSE 
THEY PERFORM MIRACLES ON THE J08 





And they're only two of the fine working fea 
’ 


res that make Columbia the leader in the 
electric water heater field 

mmersion type heating element. it transfers 
rectly into the water almost 
stantaneously. Completely enclosed in a 
bmerged copper well, this 


emovable without draining the tank 


element is easily 


thermostat, submerged in the water in a 
thermal sensitive copper well. It snaps on 
nd off acing no chatter. Easily 


removable without draining the tank. 











Write f let stal = i 
i NATIONAL STEEL CONSTRUCTION “ 
: Myrt | Wate ee 
i Wa Insp na 
: 


MAKES IT 
A Real PICKUP 


es 








Ee 
al 





I 7 to 


mv 





@ SAVES TIME ‘ rae re 
® SAVES LABOR manit sk uel ae elem 
@ STOPS ACCIDENTS aes a sitrgasewn hr 0 


COS] 


GIVE TO 


VENCO the one-man toader ~ : ) | = 
’ 


he Ven rgmaltarilgate CONQUER CANCER 
nder really puts the pickup 
a your s ond | ton trucks 
The one man can handle heavy AMERICAN 
bulky objects, such as retrigero 
tors, m complete satety to me 


CANCER 


{ 
© At your truck equipment dealer » SOCIETY 
or write 


: The VEN corp. dept. £ 


2828 Newell St. Los Angeles, Colit 


chandise and personne! 
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DEALER SALES HELPS 








VACUUM CLEANER ond carpet sweeper too, features of the Lewyt cleaner 
with the revolving brush, demonstrated in this window display W YG finger 
~oOimnts ¢ t to use ne ign light it then her finge 

pane! and that sign i gh ts up 





PORTABLE AUTOMATIC electric heat 


ustrated by carct 





“RIDE THE WAVES” oF n aquo 


+ A 


OPES WY DOOR . Sti AnD wthe 
jhORY OF WORKLI Aa ye hdr 











“TALKING LAUNDROMAT” 


a 
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FOR DOLLARS LESS: 

Keeps your 

records straight ! 
Protects your 
cash ! 

Adds up figures 


fast, accurately! 





Smith-Corona 


CASHIER 


complete Cash register plus full a iding 


achine services at ibelievably low 


SMITH-CORONA CASHIER 


‘ icPgin.¢ CGetali 
Ape t 4 f ng y r nec 
f a ay send, acco 

¢ pe A afea eat i 
lrawer,. Mas kheeping and other 
“ é . detachable adding 

A a all standard feature 

, “ ~~ 





w a « Tea. Price 


CORONACASHIER! > Pests Tanne 


ting Par Trade Laws 
Bub ert te change 


Cit a extras. Keey 
top of your busi 772* 
th a SMITH. |, 8%, 











SMITH-CORONA 
ADDING MACHINE 


Easy to operate 
Trouble-free 
Advanced features 
Low cost 





eoeese MAIL COUPON FOR FULL FACTS------> 


L C SMITH & CORONA TYPEWRITERS INC 
109 ALMOND ST., SYRACUSE |, N.Y 


Gentlemen: Please send detailed literature 


on Cashier Adding Machine 
Nome 
Address 
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NEW LITERATURE 





Apex Electrical Mfg. Co 


Apex Electrical Mfg. ( as pre 
pared a special advertising progran 
teat 2 v shorts and teievision 
jims. Thirteen film playlets in color 
and Di-second television films are 
available t Apex dealers with their 


him im emther 
Products 

dryers 
nd ‘automati 


rsonaiized message 


hor t Hack and Ww 


Domestic Sewing Machine Co 


How to Make Fresents f hvery 
t) aSsior is the feurt i bD 

> \ 4 5 s ‘ ik ‘ 
24 t x t 
y aca r ges 
g Avs adua ’ the 
] « gested a : € 

is a ad ve Ps 4 
\ " locr ¢ t ) € 


ea | ad 
A 4 progra 
tric hed 
vs hel; ler een 
‘ We se Electr 
4 wor Nine advertising 
ts, tailor ade jor nsistent car 
: and ranging from 224 lines to 
f es, are described and illustrated 
For flexible advertising plans three 
t | " ¥ 4 1 
a ir 1 ts are § nN 


United States 
Department of Labor 


Two studies on “Trends in Man 
Hour Expended Per Unit, House- 
hold Electrical Appliances me trom 


1939 to 1947, the other from 1947 to 
1948, are 


Lommussioner 


from Ewan Clague 
Bureau of Labor Sta- 


available 


tistics. | ed States Department of 


Labor, dated April, 1950. Included 








are var in unit man-hour trends 
for ind ual producers, ratio of in 
direct (overhead) labor to total factory 
man-hours, characteristics of industry 


operation during the period studied, 
in product design, and de- 


ion of the industry 





Lewyt Corp. 


The Lewyt vacuum cleaner is the 
subject of a 16-page, 4-color comic 
book devoted to the art of cleaning 
house with a Lewyt. Titled “Home 
Cleaning Made Easy”, it traces the 
history of cleaning from the dark ages 
to the modern Lewyt cleaner. Pub- 
lished by Lewyt Corp. Brooklyn 11, 
N. Y., the booklet is being offered 
dealers as counter literature or for 
direct mail campaigns. 


Porcelain Enamel Institute 


A handbook outlining the 

| selling points of porcelain enamel has 
been prepared for retail salesmen by 

the Porcelain Enamel Institute, Wash- 

ington 5, D. C. Designed specifically 

as a sales training piece for home ap- 

pliance, plumbing and kitchen furni 

ture salesmen, the booklet describes 

the various characteristics of porce- 


lain enamel 


main 





in terms of customer ap 
peal 


1950 








KITCHENS 





@ Top-quality, outstanding beauty, distinctive features, com- 
plete line, nationally advertised, competitively priced. Leads 


in value. See your distributor or write us for full information 


SHIRLEY CORPORATION,+ INDIANAPOLIS 2, INDIANA 





Reet 


ee + 


WATCH THIS PUBLICATION NEXT MONTH FOR A STARTLING OFFER 
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Tough jobs MADE EASY 
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LEAGUE ACTIVITIES 


cna Heads Association q $2 ply..... 
Symbol 


dl _ 


ate ol a 
valine < - : GEORGE R. CONOVER, vice-president 
SUS - a f the Philadelphio Electric C ho 








eeeeeeeee 


it's the 














been elected president of the Penn 
Se r a or t — es Z on — Electrical distributors find they can effectively strengthen their 
Coast Ele ge Pearce viagh iy ao ae scot. : sales story by featuring appliances having Flag Labelled power 
Mowat at a aeettienl eid maditte oe supply cords and cord sets. 
i. ations department of the Philadel Buyers quickly grasp the fact that an mapected cord assembly on 
nade Electric ¢ n 1939. He wa an appliance offers added assurance of both safety and long-lived 
> : elected a vice-president of the utility service. The Flag Label tells them at a glance that this particular 
notre electrical ‘‘lifeline” conforms to the safety standards of 
Underwriters’ Laboratories, Inc. 
He s 1 c Graybar Elect: us president Are you benefiting by Flag Labelling—and the Safe Electrical 
: : , et F. Zwiener of Zwiener Cord Program that is telling people everywhere about its 
a ther ; m por p's importance? For full information, write us. 
I Geo Stolt SAFE ELECTRICAL CORD COMMITTEE, 155 East 44th Street, Mew York 17, N. Y. 


omy Mark your orders “Electrical cords 
must beor Underwriters’ Fiag Label” 














































: Va res . to readers of Qa ny Did 
p any ont — ! he ae “ Apoli ELECTRICAL fer ap | You 
Diego County. J. Clark Ma) f . 
Ceambaiiala, secreticpaogeeipl ind MERCHANDISING: re 2 | RO ig 
San Diego Bureau Elects the change was made to si CS, 4 yf 
New Officers; Changes Name eed aan ba aan Bye ¢ A 4, ay BT a This 
, ' AE pecans You can benefit Trick? 


from this This is how it works! You hire on 










Li indian Fokir . . . put him in your 
- ind A d collects... 

money ma ing on called Tee order Youre 
Up To Date—70 Years Ago delighted . . . oll thot ottention . . . 


whot traffic! Suddenly, a salesman 
(he hetes snokes!) asks you “when 
om | going to get o customer? Sackes 
we con sell! But appliances? Furni- 
ture? No!” Now, you're awoke! “Cir- 
cuses | need! Fooey! Take out the 
Fakir . . . put in “Stete” Sewing Ma- 
chines with the new window display. 
Let's get some BUSINESS!” 


Don’t laugh! It's not so far-fetched! 
How often did YOU waste your time 
and energies showing ond selling what 
people DON’T went! Our allegorical 
dealer happened to have “State” Sew- 
ing Machines to pick up business. Do 
YOU? Heve you written us yet for 
descriptive material? Do you know 
that “Stote” is the finest sewing ma- 
chine in the low price field? Thousands 
of dealers do! How about YOU? 




























Write for descriptive folder, prices 
: Bop. “ eg : and name of your local distributor. 
§ Kindly forward full details without obii- § 
B gation li 
YESTERDAY'S KITCHEN (above) stands in sharp contrast to six neighboring ; Nome : 
modern kitchen n a new exhibit spor red by the Electric Association of ' 
ree Bry Seceinen: Geatdenaiain sinetaaes-ahilinn — 4 SEWING MACHINE CORP... . 
old kitchen equipment it tox k Bob Johnson of Commonweoltt ' Address __ . 11 W. 42nd St., Dept. EM 12 
tive days of driving all over the Chicago area to locate the props for 5 City Zone___State. H N.Y. 18... PEnnsylvania 6-7157 
er 
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yvernment 

power extends in many di on through taxa 
tion, through control of the money supply, through 
gulation of interest rates. through credit controls 
through the policing ot ime 


istries by means of 


! 
atory bod | he FCC the F PC and 


other hand, the government 

iwh the k ind such agencies as FHA, | 
howe red ‘ ler n we or ruarantee loans t¢ 
uur purpose here ti 


Many have doubt 


pows rs 
ind necessary function 
would, however, like to examine brietly—or perhap 
to question—-the manner in which some of these 
powers are administered 
We are brought reluctantly to this point by the 
impact on the appliance and radio trades of some 
recent ultimatums handed down by government 
otherals These ultrmatums, clothed in all the awe 
some authority of agencies set up by the legislative 
bodies, have been thrust upon an industry either 
without consulting it beforehand, or after ignoring 
its studied recommendations. We refer to the ill 
advised decision of the lederal Communications 
Commission with respect to color television; the 
reluctance of the National Production Authority to 
ippoint a board member from the retailing groups ; 
the vote of the Congress to continue World War II 
excise taxes on our products and, in addition, to 
impose new ones ; the hasty and drastic re-imposition 
of credit controls on consumer durable goods by the 
Federal Reserve Board and that Board's equally 
drastic measures designed to stop the housing boom 
dead in its tracks 


"T° HERE is too much involved here to permit 

lengthy discussion. We are aware, too, that 
there is much to be said on both sides. We know 
there is a war on-——or something that feels uncom- 
fortably like one. We realize that even if the action 
in Korea is contained within that country’s borders, 
we face a long and arduous task of defense, mobili 
zation and preparedness. We would be the first to 
admit that, in the event of an all-out shooting war 


with Russia, or some equally well-defined foe, our 


economy would have to be violently readjusted and 
that our industry would be one of the first casualties 
We've been through it and we know the score 
But we find it difficult to believe that the present 
situation calls for all-out measures. We think it 
is possible to strike a balance between production 
of war materials and civilian goods. There seems 
litle point in ruining thousands of small businesses 
ind throwing hundreds of thousands out of work 
there is a definite present need for those 
llars and energies to be channeled into the pro 
ction of war goods. It’s a matter of timing. The 


factories that make civilian goods and the distribu 
tors and dealers who sell them are not able to turn 


1 tomorrow and work on war contracts 


a HE evidence is piling up that Amendment I to 
Regulation W has virtually -.opped consumer 
buying of appliances, radio and TV sets in many sec- 
tions of the country. Higher prices, excise taxes and 
higher income taxes have contributed to the dry 
ing-up process, but in the final analysis the control 
of credit facilities has traditionally had the most 
profound effect on the sale of big-ticket consumer 
goods. Similarly, Regulation X which requires stiff 
increases in mortgage payments on new homes has 
had the effect of cutting new building starts from 
+5 to 50 percent in the short time it has been in effect 
Government officials may smile and say, “Sure! 
We planned it that way,” but we doubt that they 
were aware how suddenly the effects of their regula 
tions would be felt in the business economy of the 
country. Cutbacks in critical raw materials alone 
are bound to have a vast impact on the appliance 
and radio industries in 1951. The prospect we are 
faced with now, however, is a virtual stifling of 
business at the retail level—and without a national 
emergency to warrant it 
This industry has gone to war before and is pre- 
pared to go to war again. But there seems little 
sense in putting it out of commission before it is 
even able to turn its talents to whatever call in the 
national interest is made upon it. 
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we'd like to sing to every washer salesman! 
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jingle bells. jingle bells. jingle all the way. Lovell wringers ring the bell, they clinch sales every doy 
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Everybody's ou! to buy! It simply beats the band! But here's what's sad... there aren't enough machines to meet demand 
























































Ag AG SA AAA 


What could it be’? You must have guessed... we hardiy have to tell! It's all the wringer washers you could ever hope to sell! 











But that would take a miracle... . Here's what Lovell’s sending you. 

a trich that we can't do : 1 We wish it couid be more! 

So we've got something else in mind 11 A Merry Christmas, Happy New Year 
we're heen on sending you _— .. » bingle Bells galore!” 


It can't be bought. it can't be sold. But if by chance those jingling bells 
Py it doesn't take up space make too much New Year din 
We hope you'll find it sort of nice just let Lovell help you out . . . 

to have around the place. z we'll wring your New Year ini 


yh 


wee pe PRESSURE CLEANSING WRINGERS 4° qe eiycs 1 


: F] mn RBS : Lovell Mfg. Co. + Erie, Pa. ' €., ‘) dd 
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“One thing is certain” 


|p r Now, as the year draws to a close, I'm doing a lot 


of tall thinking. 

“I'm looking back at what has been, and looking forward 
to the future, trying to figure what's going to be. 

“Looking back as a Kelvinator retailer—it’s been a good 
vear for me, one of the best I’ve ever had. Looking forward 

“Well, right now I know that headquarters at Kelvinator 
is busy with the future! One thing I'm sure of... that 
Kelvinator has made new plans, perfected new products, 
and has created the kind of advertising and sales promotion 
that will give me the practical selling help | need in the 
year ahead. 


“And at the same time, looking to the future, | know that 


Ketvi 


NATOR, Division orf 


things in many quarters these days are uncertain. But | also 
know that Kelvinator will keep giving me the things so 
clearly pledged in my Franchise. 

“Take just one Kelvinator pledge: that of an adequate 
market for every dealer. That works to my advantage when 
times are good and products are plentiful. Put it’s even 
more vital when products are, for any reason, in short 
supply! For see what it means: because Kelvinator hasn't 
loaded areas with dealerships, the limited number of us who 
do have the Kelvinator Franchise are assured of a much 
better proportion of available product! 

“Of that [ am certain. And knowing it, I'm looking to the 
future with confidence.” 

TUNE IN! CBS-TV 
KELVINATOR’S 
“STAR OF THE FAMILY” 


See your local paper for 
day, time and station. 
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